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Scheuer says: 


The new Scheuer line of plastic, wood and wood and glass 
combination fixtures to be presented at the June Market 
week is the biggest and best line we have yet produced. 


You will see designs and beauty in this line which reflect the 
quality and value of fixtures made at the hands of true crafts- 
men. Only the finest materials and workmanship are used in 
the manufacture of Scheuer fixtures. and the result is the 
finest fixtures that money can buy. All of this at a price that 
you can afford and a product that is durable, strong and 
productive. 


ANA ARO Rl aR 


Make it a must to visit the Scheuer display in 


ROOMS 632 and 633 


HOTEL NEW YORKER 


JUNE 25-29, 1950 


N. A. D. I. 


MARKET WEEK 


You are all cordially invited to stop in and see for yourself 
the Scheuer True-Value line. 








CREATIONS 


PixTURSS 307 WEST 38'* ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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. Co gous COOL od U6HTWEUGHT INN ogy 


So important to sales in JUNE, JULY and AUGUST 
a), RARE "COOL? when the weather is hot eee 


IMMEDIATE DELIVERY 


Marine Life 


for Swim Shop, Sportswear, Sporting Goods 
promotion. Colorful and large. 
“DEEP SEA FISH.” Crystafoam 13” 
2” Each $2.10 





SEA Crystafoam 
SO” x WO" x VVR cocecss . Each $3.25 
G-5408 “DEEP SEA FISH." Crystafoam 
30° x 28 x 3” cutout center..Each $4.65 
G-540C “SMALL PLASTIC FISH." 8” x 5 
x3 Each $1.35 


G-545 “MINT JULEP!’ Embossed Crystafoam 41% 
feet high, half round. Cool and refreshing looking; 
the green mint leaves and the colorful straws make 
this an attractively “COOL” display that is self- 
standing or can be easily mounted to a back- 
ground. Complete with letters 


G-519 “COOL LETTERS!’ Made of 
WLS Crystaf each emb d let- 
ter 10” high, 3” deep. These snow 
copped letters have an icy sparkle; 
self-standing for use on ledges, wails, 
or show cases throughout the store. 

$5.00 
G-520 “COOL LETTERS: Each let- 
ter 20” high, 3” deep. Per Set $10.00 








G-569 G-570 





“SPORT FIGURES!’ Crystafoam 23” to 29” high. These self-standing figures show 
dramatic action, are colorful and can be used for Sport, Vacation and Lightweight 
Living promotions 

Complete set of 4. 


742 G-349 “DAISY PLANT" Crystafoam giant 

“SUMMER AWNING” size 63” high (Illustrated) Each $22.50 
Comura 15” x 90". 8 6- “DAISY PLANT” Crystafoam lorge 
Oil Colors..Each $3.75 i high Each $17.50 
G-521A “DAISY PLANT” Crystcfoam small 

size 26" high Each $12.50 


G-559 “GARDEN WALL” 
Comura 30” x rt 
Oil Colors..Each $6.95 


FREE: / Check our Catalog for many other items equally as effective—ORDER TODAY. 


Our biggest, most ; 

sSenr ee W. L. STENSGAARD AND ASSOCIATES, INC 

and Summer Cot- , 

alog...244 illustrations... 241 ‘ . » ’ = 
y 346 NORTH JUSTINE STREET, CHICAGO 7, ILLINOIS 


items. Send for your copy. 
Specialists in Merchandise Presentation - Demonstrations - Displays - Exhibits 


Write on your business letter- af 
head. WRITE TODAY! wt 





Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 


VOLUME LVI 


MAY 1950 


NUMBER 5 


CONTENTS 


Display In Italy Presents A Varied Picture 
Can You Afford Not To Modernize? 


Los Angeles Displays Feature Outdoor Themes 


Fifty Years Of American Display 


By Nancy Lee Roberts 
By Charles S. Telchin 
By John L. Cooney 

By Carl Jackson 


Clever Use Of Color, Light And Props In New York Displays 


June Market Event To Be Big 


By Virginia Roehl 
By John F. Bowman, Jr. 


| Different Treatments Feature Current Chicago Display 


Promotions Coming Up! 
Ideas For The Florist's Shop 


Display Training Program 


By Shirley Ware 
By Louis Gehring 


By Kim Hoffmann and 
Stephen Heidrich 
By Gretchen Dean 





Display ... On And Off The Record 
Floating Brides 

Service And Sales Via Display 

Sears Looks Ahead : 
Display And Advertising Team 
Point-Of-Sale Developments . 

* Editorial , ; ’ B ; / : : F ‘ 
Producing Extra Sales And Profits By Display By Albert Bliss . 
Trade Personalities By Tupper 
Good House Construction Is Exhibit Theme 
Story Of A Display Club 

American's New Plant 

Displays By Ring ‘ ‘ : : . ; : ; 
The Display Parade By Tupper 
Point-Of-Purchase Advertising By Julius R. Teich 
Contest Grows And Grows ‘ ; : 
Reminiscing. : ; ; ‘ ‘ : . ‘ ‘ ‘ 
The New Ivey's, Greenville By Ed Wickliffe 
Talking Figure Stops Crowds : ‘ ; : 
Your Column ‘ ‘ 


By Curt Wright 
By Robert Tiernan 


By Blanchard Bartlett 


By L. G. Porter 


PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI |, OHIO 


THE COVER 


This striking display is by Henry 
Callahan, Lord & Taylor, New York 
City, and was one of a series based on 
famous European resorts . . . (Photo- 
graph in full color by Worsinger Studio, 
New York City.) 


OUR NEXT ISSUE 


How is display handled at one of the 
nation’s leading fur stores? In the 
June issue the story of |. J. Fox display 
is covered in detail . . . along with 
last-minute news of the Display Market 
Week . . . a report from France on 
current displays . . . and a number of 
other articles of equal interest . . . all 
in the June issue, in the mail June 15. 


OFFICES 


Eastern Office: 47 West 57th Street, New 
York City 19. Phone PLaza 3-5989. Cleve- 
land Office: J. R. Monk, Macintyre, Simp- 
son & Woods, 1900 Euclid Avenue, Cleve- 
land 15. Phone CHerry 1501. Western 
Office: Duane Wanamaker, 610 South 
Broadway, Los Angeles 14. Phone 
MUtvol 2161. 


SUBSCRIPTION RATES 


Published monthly at $3.00 a year for the United 
States, Pan-American Countries, Philippine 
Islands, Spain and Portugal; all cthers $4.00 a 
year. Canadian and foreign orders payable 
in U. S. funds by international money order 
or New York bank draft. Single copies, 30 
cents. Send all subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date; otherwise 
missed copies cannot be supplied. Entered 
as second-class matter September 20, 1922, at 
postoffice at Cincinnati, Ohio, under act of 
March 3, 1879 


Member 


A) 


Audit National 
Bureau of Association of 


Circulations Display Industries 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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mannsduind ~ 


Mary Brosnan’s staff of sculptors has just 
completed its 1950 assignment, 
latest in an extraordinary series 
extending back over the years. 


For the largest and finest stores in the 
country, six new groups of mannequins 
have been prepared—each group separate, 

distinct, exclusive and most beautiful. 


Some of the stores asked us to follow 
the features of living models of their 
selection. Others were careful to specify 
the narrow chin, broad cheek, 
wide mouth or other characteristics 
of the ideal woman in their 
territory. We then fashioned these 
figures to wear clothes of the 
pencil-slim look now coming in. 


Duplicate groups of these new 
mannequins are now available, on an 
exclusive basis, to non-competing 
stores. If interested, wire, phone 
or write us today. 


h 


\W DCW Mos dure, 


Dot Williams, president 
498 Seventh Ave. NW. Y¥.18,m.Y¥ 
Mary Brosnan Mannequins 


Dot's new show hasn't even got a name yet 
but it wilt be ready for Market Week, june 75th 
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To Tha nk: Store Owners and Displaymen throughout the country for their 


splendid response to the new Arrow Functional Fixture line of merchandisers we intro- 


duced during December Market Week. 


MAY, 


To Advise: Displaymen, Buyers and Distributors that we will unveil a new 


idea in counter Merchandising and other beautiful Arrow Display Fixtures at the June 


Show. Be sure to see us in Room 626. 


To Congratulate: Our authorized Arrow distributors for the 


outstanding sales job they have accomplished. 


Atlenta, Ga. 
Baltimore, Md. 


Binghamton, N. Y.. . 


Boston, Mass. 
Buffalo, N. Y. 
Charleston, $. C.. . 
Chicago, til. 
Cincinnati, Ohio 
Cleveland, Ohio. 
Dallas, Texas 
Dayton, Ohio. . 
Denver, Col. 
Detroit, Mich. 

Des Moines, lowa 
indianapolis, ind... 


Kansas City, Mo.... 


los Angeles, Cal. 
Louisville, Ky. 
Memphis, Tenn. . . 


Be sure to see these New 


We are proud to list our distributors 


Melvin S. Roos Company 
Baltimore Display Industries, Inc. 


. E. E. O'Donnell 
. .New England Decorator's Supply Co. 


Samvel B. Dutch arfd Son 


. Berend? Bros., Inc. 

. «Hecht Fixture Company 
.Reinermann Fixture Company 
. B. B. Levy Fixture Company 
. Standard Fixture Company 


leroy W. Fryman Company 


. Walter W. Martin Company 


Display Creations, Inc. 
Kes! Displays 
Display Supply Compony 


. National Display Equipment Co 
. House of Aladdin 

. Friedman Displays 

. Wray Williams Display Co. 


Arrow Fixtures sold only through your 


Miami, Fle......... 
Milwaukee, Wisc... . 
Minneapolis, Minn.. . 


Mobile, Ala. 


New Haven, Conn... . 
New Orleans, La... . 
New York City, N. Y.. 


Philadelphia, Pa. 
Pittsburgh, Pa. . . . 
St. Lovis, Mo. 

Son Francisco, Cal. 


Syracuse, N. Y.... 
Utica, N. Y... 


Washington, D. C... 


Mortreal, Canada 


uThori Rist 
a yed —_ v 
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. Samuel B. Dutch & Son of Florida 
. Midwest Manniquin Displays 
. L. E. Hier Display Equip. Co., Inc. 


General Displays, Inc. 
Marvin Display Corp. 


. Shur-Nuff Displays 
. Maharom Fabric Corp. 


also of Chicago & Los Angeles 
Nat Siegel, Inc. 
National Form & Fixture Company 


. Segall and Sons 
. Art R. Cohen Co. 
. . Garrison-Wagner Co. 
. Earle Sinclair Co. 
Seattle, Wash. ...... 


Maynard D. Ross Co. 


. Merriam Displays 


Arnold Displays 


. Modern Displays, Inc. 


Joy Displays 


ARROW DECORATING 
& FIXTURE COMPANY 


PHILADELPHIA 40, PENNA. 


1950 
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SALES PROMOTION 
thru . . .@outact AAduertising 
iit 


MODEL M7I1 


MODEL M1422 
Capacity 7 x 11 inches 


Capacity 14 « 22 inches 


MODEL MS71!! 


MODEL MK1422C 
Capacity 7 x 11 inches 


Capacity 14 « 22 inches 


VULULRURUEUEEEE 
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MODEL Mi4il MODEL M2228 
Capacity 14 «x 11 inches Capacity 22 « 28 inches 





a . . Shoppers want merchandise information . . . your 
For maximum : signs should give them a reason for buying or suggested 
use, give them brand names and the important features 
of the item, size ranges, colors available, etc., and give 
them the price for each and for multiple purchases if the 
resi S item lends itself to such . . . let them make buying 
@@e decisions, let them be free to SHOP. 


Line-O-Scribe sign machines are made in sizes and models for every 
merchant. Write Dept. B for a complimentary copy of “SALES PRO- 
MOTION Thru... Contact Advertising” and literature on various models. 


% *& * Showing at the N.A.D.I. Convention, Hotel New 
Yorker, N.Y.C., Room 723, June 25-29. 


THE MORGAN CO. 


3984 AVONDALE AVENUE e CHICAGO 41, ILL. 





UNBELIEVABLE sur true! 


Now, for the first time—World’s largest maker of plastic shoe forms presents 


NEW PLASTIC HOSIERY FORMS 


DRAMATICALLY SUPERIOR IN EVERY WAY 


PRICED FAR LESS 


than any quality hosiery forms you've ever seen, because 
of Completely New Patented* Production Techniques 


THESE NEW FORMS HAVE OUTSTANDING ADVANTAGES 
* They won't break, won't scuff! 





* The color is molded in—they won't fade! 
¢ They are beautifully finished—easy to keep clean! 
¢ The toe weight is built in—they won't tip! 


*Pat. Pend. 








NEW! NEW! NEW! 


MEN'S" 2-in-T" SOCK | FORMS 


No. os Td Now, for the first time, you can buy 


a form that displays any length hose. 


WOMEN’S K NEE-HIGH The new interchangeable patented* 
HOSIERY FORMS locking collar (see cut) fits into the 


anklet form to make a full length sock 
Beautifully molded, they show the heel form (12” high). Gives your displays 
features to fullest ad- 
vantage. Perfect na- 


greater flexibility . . 


tural flesh tint, in mat One form does the 
finish, that flatters all whole job. And look 


stocking shades. 18- 4 at the price! 
AND WE 





in. height. MEAN PAIRS! Yes, we mean Pairs! .. . Attachments $1.00 pr. 


[ 
INSIST ON FRANKEL PLASTIC SHOE FORMS t 
=O5. mn EOS. Soh. Sais. | 


Painted toes at no extra cost 


Des \ STS bina 


493 Seventh Ave., New York 1 8, N. 2 Ask For Details on Other Hosiery Form Models 


Division of Frankel Display Fixture Co. — Established 1888 





DISPLAY WORLD 


AH, Evergbody... 


A Royal Welcome Awaits You at 


MAHARAM ON DISPLAY 


During Market Week, June 25th-29th 








e Rooms 727-728, HOTEL NEW YORKER 


@ At Our New York Showrooms, 
130 West 46th Street 


The door is open . . . The welcome mats 
are down! We're eager to show you our 
CHRISTMAS LINE, sparkling with holi- 
day gaiety. 





When in New York during Market 
Week you must come see our Display 
Fabrics, Papers and Accessories with the 
colorful zip and entrancing dash two gen- 
erations of displaymen have learned to 
associate with the name “Maharam.”’ 








“The House of Service” 


Rael aon eee 
CORPORATION 























JUNE MARKET WEEK 


HOTEL NEW YORKER 
New York City, N. Y. 


JUNE 25-29... 1950 


Complete and Concentrated 
Presentation of the Newest 


FALL and CHRISTMAS 
DISPLAY MATERIALS 


SPONSORED BY 








NORTH BALLROOM 


HOTEL NEW YORKER | 
D ee 
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Attention Arresting ACTION ror vour winoows 


“WOMAN IN THE SHOE" 


See these little darlings in ac- 
tion. There are six moving 
figures. 

|. A see-saw action 

. Bugler in upper window 

. Boy swinging on shoelace 

. Hungry youngsters drinking broth 


. Boy in window teasing girl by 
pulling string up and down on 
which a toy is attached 


. The poor old woman rocks back 
and forth with her head in her 
hands wishing it were time to put 
the children to bed 


There was an old woman 
who lived in a shoe 


She had so many children she 
didn't know what to do. 


She gave them some broth, 
without any bread, 


She whipped them all soundly 
and sent them to bed. 








This "Woman in the Shoe" display is printed 
on 90 point white lined cardboard in eight 
beautiful colors and a finishing coat of var- 
nish. It is firmly attached to a wooden 
frame. Height 28", width 35", depth 5", 
packed in a heavy duty shipping carton. 


Cost $35.00 Each F. O. B. Brooklyn 





PUSSYCAT SERENADE 


This very colorful display is a sure fire window 

stopper and will fit nicely in the children's 

or juvenile department or your store window. st — A foe 
The action shows the Tommy Cat in a natural > 
fiddling motion, while the Kitty Cat is quietly ; y ~~ VV ye ws. 
and serenely enjoying the serenade. This “Ds | WRW AV 
display is printed in six colors and is sturdily F L/ 

constructed. Size of this display is 22 x 22 x 5. 


Cost $10.00 each F.O.B. our factory 


GREGORY MOTORS, INC. | troonin ony: 




















PRESENTING 


veal monde 


A magnificent group of new fashion manikins in an 





enchanting setting you will never forget ...the ingen- 
ious creation of top creative talent in manikin design. 
FIRST SHOWING 


GRAND BALLROOM 


HOTEL NEW YORKER + JUNE 25th-29th 
MEET YOUR KORRECT-WAY DISTRIBUTOR 


BEAU MONDE MANIKINS ARE MADE BY 
korrect-way DIVISION OF AMERICAN FIXTURE & MFG. CO., SAINT LOUIS 3, MISSOURI 
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Plywood's large panel sizes 
ore a “natural” for building 
clean-cut, attractive, modern 
fixtures like this customer- 
catching suit display. Sawing, 
fitting and nailing are cut toa 
minimum! 


“DISPLAYS THAT SELL? «swim novctas rin iywoon 


All These Advantages 
Are Yours With PLYWOOD 


@ Plywood is real wood. It works with any 
tools, requires no special handling. 


Larce, light real wood panels of easy-to-work Douglas fir plywood 
help you create strong, rigid, attractive fixtures . . . smart, selling 
displays and signs. Plywood simplifies planning, speeds work; it’s the 
most versatile material you can use! Every lumber dealer can supply 

. : , L 1 si d ork, 
you—and the coupon below brings a booklet you'll find useful every pgp Aas Rare gigs 
day in the year. Send for your copy—today! 
. : % . . @ Plywood is light in weight, easy to 

handle even in full panels. 


@ Plywood is strong, puncture-proof, split- 
proof. Builds sturdy displays. 





D ie Ply 
sini Wasesed @ Plywood can be jigged to intricate 


Pl FL designs, bent to pleasing curves. 





sess 4 9 @ Plywood is easy to decorate and finish. 


abivtee Takes any finish easily. 











@ Variety of stock panel sizes means less 
For displays and fixtures, PLYPANEL waste, lower costs. 


grade of Interior-type plywood will be 
most useful. It’s the “one-side” grade, LARGE, LIGHT, STRONG @ Panel strength makes possible many 
REAL WOOD PANELS re-uses. Another saving! 


with one face suitable for a variety of 
finishes. Other grades of Interior-type 
plywood are available for uses where 
both faces of the panel are to be fin- 
. GOOD IN U.S.A. ONLY 
ished—-and for outdoor signs, your 

DOUGLAS FIR PLYWOOD ASSOCIATION 


lumber dealer has waterproof Exterior- 
Please send me my free copy of the booklet "Sell with Plywood”. 


type plywood, also available in several 
appearance grades. a Send to the office nearest you: Tacoma Bidg., Tacoma 2, Wash; 
: 848 Daily News Building, Chicago 6, Ill.; 1232 Shoreham Building, 

Washington 5, D.C.; 500 Fifth Ave., New York City 18. 


Ko t-¥oh-Me de) am (ol UPd da-1-3 
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AMAZING NEW DISPLAY FOR ALL CHILDREN’S WEAR 


IDDIE FORM reese cn mmc 


ee eT aE CRYSTAL CLEAR PLASTIC. FITS ANY TEE 

ee | $STAND—TILTS AND SWIVELS. THE ONE 
AND ONLY TRULY ALL-PURPOSE FORM 
EVER MADE! 






Crystal Clear Pias 









tic ° Easy to 
Handle °¢* Virtu 
ally Indestructible 
Fits any Tee Stand 
















Tilts and Swivels 
— This is it! The one Form you'll need to display any 


style apparel you have for sale. Perfect for both 
Boys and Girls Wear — For one piece garments or 
two. From full-length Party Dresses to Tee Shirts a 
Swim Trunks. Anything and Everything. 


Virtually indestructible, Kiddie Form maintains 

Sparkling Looks always. Wipes clean with a cloth. 

ete near ieee aaa Will not discolor. Its non-chip-peel or crack surf 
eliminates markdowns from snagging! Sleek oa 
Sparkling! Positively the Most Potent Traffic Stop 


and Sales Stimulator you've ever seen. 


HERE’S REAL LOW DOWN VALUE! LOOK! 


$4945 


ONLY EACH 





Kiddie Form costs little, but does a Big Display J 
. . . Its Utility Value can't be beat. Its versatility can 


Beautifully packaged 6 to a carton. - be duplicated. Never before, nowhere—nohow, 
Less than full carton $3.60 each. for Geld tonal Aiton 


DO IT NOW! ORDER KIDDIE FORM TODAY! \oicee” ie Manncauins, 





much for so little cost. 


YOU'LL FIND THOUSANDS OF USES FOR THE SENSATIONAL NEW KIDDIE FORM...LIKE THESE 


; Me : : 5 as ae 7. 


PRS 


Swim Trunks dis 
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Design No. 12 
COLLEGE CAMPUS — Back to School 
In shades of Green or Brown 


5 Panels . . ... . «. « Complete, $55 


PHOTO-MURAL fabric shows realistic reproductions 
on fine, soft, close-woven rayon crepe. It is sun-fast, 
durable and easily cleaned. Each panel is 100 
inches high by 42 inches wide. Each complete scene 
is a complete window background. It can be rolled 
up, easily stored and reused for interior and window 
promotions. Be the first to use it in your town. 


Design No. 3 
WINTER WONDERLAND WITH BROOK 
In Blue 
5 Panels . . ... . « « Complete, $55 





PHOTO- 
PRICES 


Photo-Mural Fabric 
is now ONLY 


Design No. | 
RUSTIC WOODLAND SCENE 


In Shades of Green or Brown 
5 Sections. . . . . . Complete, $55 


Using new methods and quantity produc- 
tion we can now sell Photo-Mural Fabrics 
at the new low price of 


*] . per panel 


Drape boards for easy installation are 
95¢ each per panel if required. 


ORDER DIRECT FROM US OR 


DECORATIVE 


57-57 63rd Street 
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Design No. 2 
SNOW SCENE 
In Cool Ice Blue 
4Sections. . . . . . Complete, $44 


7 OTHER SCENES IN STOCK 
FOR IMMEDIATE DELIVERY 
Tropical Beach Scene, Garden Scene, New York 
Skyline. Stairway in Opera House (Paris), Arc de 
Triomphe (Paris), The Acropolis (Greece), Cherry 
Blossoms in Washington. 


Complete Showing of All Scenes In 


BOOTH No. 5 
June Market Week 


Hotel New Yorker, June 25-29 
THROUGH YOUR FAVORITE JOBBER 


DISPLAYS 


Maspeth L. I, N. Y. 
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Design No. 13 
NAUTICAL SUMMER SCENE 
In Shades of Blue or Green 


Five Panels . . . . Complete, $55 


Prominent stores everywhere have been quick 
to grasp the powerful attention value of these 
beautiful scenic backgrounds. Now at the 
NEW REDUCED PRICE they are a better 
display value than ever. Write for pamphlet 
showing other scenes or Miniature Photo 
Murals on Fabric. 


Design No. 4 
WOODLAND WITH BROOK 
In Rich Brown 


4 Panels . .. . . Complete, $44 
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Now—Try This Easy Way! 


Easy To Design—Easy To Set Up—Easy On Your Budget 


Frostee Sno Blocks open up for you a 


complete new avenue of ideas for 
displays that will stop shoppers and 
interest them in your merchandise 

outside or inside your store. They are 
big blocks (15” x 22” x 6”) that look 
like large. thick cakes of real snow. 
They are durable but light in weight. 
They 
They 


delicate 


They are easy to cut and shape. 
are fireproof and vermin-proof. 
the 
They can be cleaned and 


won't harm even most 


material. 
re-used in other displays. 


You'll enjoy designing displays with 
Frostee Sno Blocks. 
ingly, one or two to a show window or 
Use it 
group to 
The 


Frostee 


Use them spar- 


Cut one in two. 
Or, 
create a striking, cool effect. 


display case. 
in two places. use a 
infinite variety of attractive 
displays makes it easy to work Sno 
Blocks into any design you create. And 
to set up your Frostee display, you 
merely place Sno Blocks where de- 
sired. Special shapes and letters are 
cut easily with a keyhole saw. 


Call your display jobber today. He can 
show you how to create low-cost, eye- 
appealing spring, summer, fall, Christmas 
and winter displays. 


If you have a budget to watch, Frostee 
Sno Blocks are a big help. The cost 
is low-—-and lower when you rearrange 
or reshape them in a later display. 
Frostee Sno Blocks have been used by 
America’s leading merchandisers—and 
by merchants in smaller communities 
everywhere for years. They can be 
used for summer displays, then re-used 
They 


are all-year-round display material— 


for fall and winter displays. 


easy to design, easy to set up, easy on 


your budget. 


OZ 


ne CemPpanyv 


newest 
ANTIOCH, ILL. 
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ales Start with 


Effective 








Every woman knows how she wants her feet and legs to 
look. And that’s what she sees whenever she stops (and 
she does stop) to look at a display built around Fairy 
Shoe Forms and Fairy Hosiery Forms. Nothing less 
than the glamourizing lines and perfect fit of Fairy 
Forms will do. That’s why smart merchandisers have 
long insisted on Fairy Forms. Write for catalogs. 


SHOE FORM CO. INC., AUBURN, N. Y. 


IN CANADA: United Last Co., Ltd., P. O. Box 3000, Montreal, P. Q. 


SHOE MANUFACTURERS may direct inquiries to the 
nearest branch of the United Shoe Machinery Corporation 
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You Can Create Displays Like These 























Deca Poles bring dramatic, dynamic, hanging-in-space dis- 
' play within the reach of every display man. Quickly 
| erected, easily moved or dismantled, the Deca Pole is the 
| most versatile of all display props. The uses of Deca Poles 
+ are as unlimited as your imagination. 





|The Standard 12 foot 6 inch Module Type Deca Pole 
consists of one each 30 inch module with spring loaded 
plunger, 33% inch module, 71% inch module and 15 inch 
* module and three 30 inch modules. Price, complete $14.95. 
+ F.0.B. St. Louis. 


See the New Module Type Deca Pole 
at the Garrison-Wagner Exhibit 
New York NADI Show 


Rooms: 603-604-605-606-607-608-609-6 10-61 1-612-614-615 
HOTEL NEW YORKER 


JUNE 25-29, 1950 
See too, a Complete Line of OUTDOOR CHRISTMAS DECORATIONS — 


Flowers ® Fixtures = Novelties = Displayers = Set Pieces, etc. 


GARRISON - WAGNER CO.— 


2018 Washington Avenue St. Louis 3, Missouri 
AMERICA'S MOST COMPLETE LINE OF DISPLAY MATERIALS 
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® More signs per day, singles or multiples 
® Outstanding 20-year service record 


® Sweeping 5-year guarantee 


® Prices start at $145 complete 

















SHOWCARD MACHINE Model B, recently rede- 
signed to provide an even greater measure of the 
convenience, speed and economy that has made 
Showcard Machine first choice of many of the 
world’s largest merchandisers. There are sizes for 
every requirement. 


Original of the above sign, produced on 


SHOWCARD MACHINE, required only 3% minutes. 


Before You Invest... 


INVESTIGATE 


See the one and only Showcard MACHINE 


before you buy sign-making equipment 


Pa ie ae ee . 











Reindeers. Spun 
Glass. White or 
fown. ] 


JOBBER 
INQUIRIES 
INVITED 
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for Christmas displays! : 


New - Light - Inexpensive - Easy to clean - 
Easy to handle... colorful displays 
that will give a new magic to your 
Christmas decor. 


Santa Heads. Fibre & Plastic 
Larger than life size. 5 fade- 
proof colors. Indoor or ovt- 
door use 


=A 


... on display 
for N.A.D.|I. 
MARKET WEEK 
at the 
New Yorker Hotel 
JUNE 25 TO 30 


...and don’t forget 
our most attractive, 
most practical, easy- 
to-trim 


FORMOSELLES 


(YUNG oispiays COMPANY 
215 FRONT STREET, BURBANK, CALIF. 


SPE Se aes, A AEE CO ee 
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MARQUARDT & COMPANY INC. 





FEATURES 


107” Wino-O-Wiptn 


Now completely recommended for silk screening and other types of graphic arts 
reproduction and for all types of conversion. 


Our flame- proofed chemicals do not detract in the least from the different tep qualities 
you require in a quality display paper. 


Wind-O-Width Flame-proofed Fade-resistant is a strong, tough, even colored, smooth 
finished top quality sheet, and all of these features obtainable at prevailing prices. 


You can now buy a Flame-proofed, Fade-resistant paper with every important feature 
required for a superior display paper 


DISTRIBUTED BY 
U.S. A. 


JAMES A. COLE COMPANY 
235 Fourth Avenue, New York City 


GARRISON-WAGNER COMPANY 
2018 Washington Blvd., St. Louis, 
Missouri. 


HIGH MARK PAPER CORP. 
330 Tompkins Ave., Staten Island, 
New York 
2333 W. Ogden Ave., Chicago, Ill. 


MAHARAM FABRIC CORP. 
130 West 46th St., New York City 
115 S. Wabash Ave., Chicago, Ill. 
Room 927 Century Bldg., St. Louis, 
Missouri 
1113 South Los Angeles St., Los 
Angeles, Calif. 
CANADA 


BINGHAM DISPLAY SUPPLIES, Ltd. 
21 King St. East, Toronto, Canada 


DOMINION SIGNS, Ltd. 
Brantford, Ontario, Canada 


J. G. FRASER, LIMITED 
Winnipeg, Manitoba, Canada 


J. G. FRASER, LIMITED 
Vancouver, B. C., Canada 


HARRIS PAINT & WALL PAPER CO. 
Vancouver, B. C., Canada 


*40 hours in Noonday August Sun 


Of Quality in Strength, Finish and Color 


eadle-Wepttdand 


Tested with Atlas Fadeometer Calculator. 








MARQUARDT & COMPANY 


have also created the following exclusive lines: 


Moderne, Radiant, Solar, Plastex, Basketone, Meteor, Atlas 
and Boargrain Leatherettes. 


e METALCREPE e@ SATINSWIRL 
e@ CATALINA e@ CREPETINT 


We also stock Foils, Wood Grains. Decorated Papers, Blanks 
and Covers. 














LOCAL JOBBER 
DISTRIBUTOR 


YOUR 
FAVORITE 


STORES 
eed, Bm ens 


SEE 
YOUR 


RETAIL 
JOBBERS 
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Where does 


DL Sk Bg 


fit into your DISPLAY PLANS ? 
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This is all the 
material you need 
for building truly 
eriginal display 
backgrounds. 


BLORXOLITS 
The first really new display 


material in a decade 


Here’s a truly versatile plastic material 
from which you can build the smartest, 
most striking displays in town. Fresh and 
eye-catching in a hundred different ways 
. . . Bloxolite panels are erected without 
masonry or calking. Each lightweight, 
translucent plastic block simply snaps into 
position in the framework built from pre- 
cut, notched basswood. Quickly erected, 
dismantled and re-built from the same ma- 
terials . . . Bloxolite also is available as the 


THIS NEW IDEA BOOKLET IS A se Ray jee pope aga 
SPRINGBOARD FOR NEW ae ae 
DISPLAY IDEAS sissies aan 


Write ...Phone...Wire EXCLUSIVE + ART R. COHEN <n ©) 


For your free copy NATIONAL $ 
DisTRIBUTOR ¢ 810 PENN AVE., PITTSBURGH 22, PA 
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BLISS MECHANICAL CHRISTMAS ATTRACTIONS 


STOP 
TRAFFIC! 


For 10 consecutive years Bliss Display has designed and produced Macy's, New York, 
mechanical Christmas attractions. 


FOR CHRISTMAS 1950 
“TO GRANDFATHER'S HOUSE FOR CHRISTMAS” 


lf you were in New York last December you stopped to laugh 
and love this soul satisfying, homey Christmas show, along with 
over a million other people, young and old. 


LOADS OF EXCITING TRAFFIC-STOPPING ANIMATION 


See all the animals in Grandfather's barn having a gala 
Christmas . . . see the bossy Stable Dog . . . the old Goat 
dressing up as Santo .. . the Chickens stringing popcorn . . . and 
the Doves putting it on the Christmas tree . . . See the Pigs 
making plum pudding . . . the Lambs knitting Christmas stockings 
. . . the matronly Cows wrapping presents. 


“To Grandfather's House for Christmas” is a volume 
sales producer of toys and store-wide gift merchandise. 


DESIGNED TO FIT ALL BUDGETS 


WRITE OR WIRE TODAY FOR DETAILS AND SKETCHES. 
EXCLUSIVE TO ONE STORE IN A CITY. 


BLISS DISPLAY CORPORATION 


Division of Visual Merchandising = 460 West 34th Street, New York 1 








IF YOU CAN'T GET LYRICAL 
OVER YOUR VOLUME -- - 


READ THIS TUNEFUL SCORE 


One San Francisco men's store increased its 
window space and the number of Barrango 


mannequins — 
It also increased its sales volume by 217%. 


That's good volume in any maestro's repertoire. 





The store impressario feels that the full score of 
Barrango mannequin notes was largely respon- 
sible for this sales crescendo. Let Barrango write 
the lyrics for your merchandising song; and have 
a real hit tune with plenty of volume. 


C-BARRANGO:CO 


579 MARKET STREET @ SAN FRANCISCO e 5 


WITH THAT HARMONIC NOTE DISTRIBUTED BY @ 
B. A. JACOBS CO. @ 841 SOUTH LOS ANGELES e L. A. 


CRYSTAL FIXTURE CO. @ 226 S. WABASH e CHICAGO 
SEGALL & SONS e@ 923 ARCH ST. @ PHILADELPHIA 
THE ART PRODUCTS e@ 1425 BROADWAY e DETROIT 
NOEL POOL e 220 E. 2ND SOUTH ST. @ SALT LAKE CITY 
ART R. COHEN e@ 810 PENN AVE. e@ PITTSBURGH 
SAMUEL C. DUTCH & SON e 928 BISCAYNE BLVD. @ MIAMI 


NADI e¢ Hotel New Yorker @ N. Y. @ Booth 6 
NRDGA e@ Hotel Biltmore e L. A. e Galleria 
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Light . . . fluffy... realistic sparkling snow from Metal 





Goods...made of pure white plastic...and ready to 
add a glamorous wintery touch to your displays! 
Flame resistant and easy to handle, easy to clean up, 
it's the ideal display material. Available NOW in the 
new BONUS-BUSHEL cartons. 


. 


We'll see you at the NADI convention 
— room 621 Hotel New Yorker. 


*Over 1-1/20 bushel at the bushel price. 31/4 ibs. gross. 2 ibs. net. 


PORATION 5201 Brown Ave. St. Louis, Mo. 


METAL GOODS CORPORATION, 5201 Brown Ave., 
Please quote me prices on “Bonus-Bushel’’ Snow 
Name 
Firm 
Street Address 
City Zone State 
| am a jobber My Jobber is 
Name 
Street Address 
City 


—— ee ee 
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More than 300,000 Boys, Girls and Parents 
will form lines fo view 


SANTA CLAUS’S BIG ALTERNATING 


CHRISTMAS SHOW 


at the Toy Department of Many Leading Stores 


THRU the MAGIC GAZING WINDOW will be seen MILES and MILES of 
TOYS, DOLLS, GAMES, ETC. 


and then PRESTO, as you move in front of the MAGIC WINDOW 


the entire show changes before your eyes! 


FIRST SHOWING PUREE AD eh eeu sel Ee ee 
L. Bamberger & Co. of Newark, N. J. if a Y ,, Z a. * & 


were the first to introduce this new 

















type of patented store show. Rob- 
ert L. McCorkle, Display Manager, 
presented it as an Easter attraction 
called THE MAGIC EASTER EGG. 
During its three weeks’ showing, the 








average daily attendance exceeded 
ONE THOUSAND children and par- 


ents. 


SS 
SWS 


The NEWEST, BIGGEST & BEST 
CHRISTMAS SHOW 


LESS EFFORT — SMALLER COST 


_— 
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Franchises sold to one store only in 
Showing the delighted children viewing the automatically changing Christmes 


each city except Greater New York. scenes, extending endlessly in all directions. 





You are invited to see this latest patented Christmas creation at 


ROOM 525 ¢ Hotel New Yorker e JUNE MARKET WEEK 











FREDERIC SHIPMAN STUDIOS, 512 Fifth Ave, New York 18, N. Y. 
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owe HERE'S A POINT TO REMEMBER! 
"i Md 


The 'Celastic" Sailfish (seven feet long) pictured here is just 
one of the hundreds of uses “Celastic" is being applied to. . . 
"Celastic" is far superior to any method of fabrication (papier 
mache, plaster or rubber composition). It surpasses all in 


strength, lightness, durability, speed and cost of production. wy. aii 
— 
etki \ 


COLO TREATEO Fagaic 


; onl Dip It! 
It took just 18 min- } \ 
utes to cast this 7° , \ Drape It! 
Sailfish. ry \ 
ee | Shape It! 
@ One piece Fai 
"Celastic , Cast It! 


@ No Armature 


@ No. Sending . i or Silk Screen It! 
(See it in all the " f 
A § Beck shoe s ? SEE “CELASTIC" 
' DEMONSTRATED AT THE 
N.A.D.I. SHOW 
ROOMS 636 and 637 





The most versatile medium known. Now you can make displays at a fraction of 
the time, at a fraction of the cost... and REMEMBER anything made of “Celastic” 
is unbreakable and weatherproof tool! 


BEN WALTERS Inc. 


Algonquin 5-2308 125 West 26th Street New York |, N. Y. 


NATIONAL DISTRIBUTORS DISPLAY AND ALLIED 
U.S.A. AND CANADA INDUSTRIES 





Enter the First Annual 


DISPLAY WORLD 


mE 


a FE 


Oo N At 


DISPLAY CONTEST 


DISPLAY WORLD is sponsoring this 1950 international display contest 
~- with 315 awards — as an incentive to still better display throughout 
rld and to reward outstanding displaymen with tangible 


e of their ability. 


It is our belief that this recognition of 


ous work will benefit the entire profession, and we view it as 


our obligations to the field we serve. 


If this contest has a 


effect on creative display and increases recognition of the 
rk done by displaymen, then we will feel amply rewarded. 


laymen are invited to participate. 


ds will be beautiful gold. silver and bronze plaques, and 
will be gold, silver and bronze medals presented in each of 100 


There are no restrictions. 


cations covering every type of merchandise. In addition, a 
al will be awarded each month for the best display entered 
contest during that month. 


displayman, no matter where, is invited to participate in this 
t. Read the rules carefully and get your entries started today 


keep them coming. 


CLASSIFICATIONS 


en's and misses’ evening 


en's sportswear 


. Women's coats, suits 
. Fars 

. Bridal display 

+ Millin 


ery 
Women's footwear 


. Women’s hosiery 

. Neckwear and scarfs 
. Handbags, umbrelias 
. Women's gloves 

. nt A 


ard goods 


. Lingerie 

. Notions 

. Towels 

. Handkerchiefs (women's) 


. Corsets, surgical garments 
. Bathing suits (women's) 
. Men's clothing 
. Men's shirts 
. Men's neckwear 
. Men's hats 
. Men's shoes 
30. Men‘s socks 
. Men's underwear 
. Men‘s swim suits 
. Men's sportswear 
. Men's toiletries 
. Men's robes 


Men's evening wear 


37. . Men's gloves 
. Boys’ clothing 
. Boys’ furnishings 
. Toys 
. Luggage 
. Athletic equipment 
. Institutional display 
. Civic display 
. Furniture 
. Radios, 
- Musical instruments 
. Floor coverings 
. Wallpaper 
. Draperies and curtains 
. Paints 
. China, glasswure 
. Silverware 
. Gift novelties 


television sets 


Books 


. Stationery 

- Linens, bedding 
. Drugs 

. Cosmetics, 
. Tobacco. smoking equipment 
. Groceries 

. Candy 

. maf other bottled goods 
le Retrigerators 


perfumes, etc. 


1. Kitchen equipment 
e Automobile showrooms 


and 





equipment 


. Vacuum cleaners 

. Hardware 

. coeeneaie equipment 
° goods 

. Exhibit booth 

. Exhibit display 


Christmas interior 


. Christmas facade and marquee 
. Floats 

. Showcards, pen-lettered 

. Showea 
. Machine-lettered cards 


rds, brush-lettered 


Banks and other service 
institutions 


. Travel displays 
. Animated display, interior 


. Animated display, window 


. National advertiser's display 
. Valentine's Day display 

. Easter display 

. Mother’s Day display 

. Cotton Week display 


95. Father's Day display 


. Independence Day display 


97. Thanksgiving Day display 





. Ranges 

. Laundry equipment 

. Garden tools and equipment 
. Lamps 

. Electric and gas appliances 


. Christmas display 


99. Style show setting 


. Interior “shops” such as “Bud. 


get wy 
Shop 


“Town & Country 


01. Pe ns AS ng Display Units 


102. 


Miscellaneous 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, CINCINNATI, OHIO 


v7 / ase 


yb na 
ay DISPLAY oJ 


WORLD 


. Any displayman in any store in the world one enter this 
be a io DISPLAY 


contest. It is not 
WORLD. 





y to 


. All entries must be of displays installed during the year 


e Entry is by means of (one or more ng oye nt white glossy 
x 10 inches in size. As many 
entries may be made as desired. No entries will be re- 





urned. 
e Each photograph must be clearly marked on the back 


with | the _ name a. the entrant, store, city, and contest 
I “John sg Dexter & Sons, 
Classification No. 





coon City, Me 


. All entries become the property of DISPLAY 


. All entries must 


. Entrins may be submitted at any time. 


DISPLAY 


All entries re- 
judged for the 
“Display of the 


be sent to Contest Editor,” 


WORLD, Cincinnati 1. 


ceived during a given month will be 
monthly gold medal award for the 
Month”. The contest ends December 15th, 1950. 


. The entry judged best in its classification will receive 3 
edal; second 


points and a gold m 3 best, 2 points and a 
silver medal; third best, 1 point cnd a bronze medal. 
The entrant who receives the grectest total number of 
points will be awarded a gold plaque, suitably en- 
graved; the one receiving the second greatest total num- 
ber of points will receive a silver plaque; the third 
greatest total number of points will be awarded a 
bronze plaque. 


. Each photograph entered will be eligible for only one 


11. 


12 


classification. 

Judging for the annual awards will be done by an out- 
standing board of well-known display authorities. Their 
decisions will be final. 

Judging for the monthly “Display of the Month” gold 
medal award will be done by the —— staff of DIS- 
PLAY WORLD. Their decisions will be final. 

In case of a tie, duplicate awards will ~ made. 
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Thousand ~ ONE 


THE NEW PRESENTATION 


WH E RE e e e MAGNANI MANNEQUINS, INC. 


236 WEST 40TH STREET, NEW YORK CITY 


WHAT e e e e MANNEQUINS OF DISTINCTION 


WH Y e ee e e A STEP FURTHER THAN JUST 


WEARING CLOTHES... 


TO SELL CLOTHES 


se sole 


* . 7. wr “a ; 
Magnani Mannequins, INC. 4 eo - 236 WEST 40th ST. © NEW YORK 18, N. Y. © PE 6-3593 
r) 


res 
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EASY TO RECOGNIZE 


DIFFICULT TO DESCRIBE 


The obvious advantages 
of Craftmaster’s new 





promotional displays with 
special emphasis on 
Christmas . . . 
And, of course, the very 
newest of Forms by 
Fernand inc., to comple- 
ment fashions finest 
as well as fashions most 
popular suits, blouses, 
millinery, foundations 


and others. 


VISUAL MDSE. DISPLAYS, INC. 





DISPLAY WORLD 


CLASS MERCHANDISE DESERVES THEM 
MASS MERCHANDISE NEEDS THEM 


QUALITY 


Newly redesigned to serve the 
most discriminating artists of 
display in any of the 

following fashion classifications. 


JUNIOR 


TEEN 


SUB-TEEN 





HALF-SIZE 


PETITE MISS 


CHILDREN 


MEN 
See them in our new showrooms 
beginning June 1, or, ASK 
Greneker *manikins are never a luxury Greneker; we've always time to 
impart helpful information 
with speedy courtesy. 


*available with natural glass effect 
eyes (of durable plastic) 





: 





HE beautiful country of Italy has more 
to offer in the display field than mere 
inspiration for occasional windows on 
Italian imports. The fine Italian hand is 
seen very clearly in windows and interiors 
in this country 
However, we must remember that Italy 
was one of the major battlegrounds of the 
war. As a consequence, her industries, busi- 
ness, and export production has had to be 
almost entirely rebuilt. She has far to go 
yet, but her recovery thus far has been re- 
markable in comparison with other countries 
and remembering the amount of destruction 
endured here 
Rome, usually the first city we think of in 
Italy, is the political, religious, and tourist 
center It has a similar atmosphere to 
Washington, D. ¢ The New York City of 
Italy is Milan, a big, vigorous city of hard 
working, industrious people and the attend- 
ant prosperity such industry engenders. As 
in New York, the stimulating influence of a 
highly competitive and manpfac- 
turing center is reflected in the quality’ and 
the “vetrine”, or display win 


business 


quantity of 
dows 
Whereas the 
Venice, Florence, 
other 
ally 
turns 
We 


in the 


windows in Rome, Trieste, 


and a few examples in 


only occasion 
Milan 
good display job 
little Milan 


not a tourist 


large Italian cities are 
than adequate, 
out a consistently 
comparatively 
States, as it 1s 
attraction But as the 
the the most 
from a merchandising standpoint, so | shall 
use Milan types 
of Italian are 
the 
smaller 
It may 


more merely 


hear about 
great 
business center of 
country it is stimulating city 
example of various 
The 


display-wise, 


as my 


displays other cities 


same but on a much 
scale 

that I 
complex, but the 


Milan gave me 


have a depart 
first 
was that of 


merely be 
store 
the 
a big, rambling old department store 

The entire city seems to be composed of 
a series of departments if 
wish to be imaginative), connected arcades, 
through the street 


ment impres 


sion city ot 


shops (or you 


and internal galleries 
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floors of whole blocks of buildings (the 
aisles). The busy, cramped and winding 
streets of the city can easily be visualized 
as main aisles. 

If one retains the department store com- 
parison a bit further, it is at first a bit 
disconcerting to see the tiny Italian auto- 
mobiles darting about in the “aisles”, to say 
nothing of the myriad bicycles, scooter cars, 
and motorcycles. However, after a while 
it commences to seem quite natural; the 
bicycles in particular carry everything from 
merchandise parcels for delivery from the 
various shops, store supplies of all sorts, 
and even display equipment. 

One day it gave me a huge chuckle to 
see three displaymen, each mounted on his 
bike, carrying an enormous display sign of 
about 18 feet in length. In their bicycle 
baskets were flowers, jars of paint, tools, 
and some small papier mache props. Pain- 
fully pumping in their wake came a lad, 
also en bicycle, burdened with the nearly 
overwhelming load of a dismembered man- 
nequin, Her torso was strapped to his 
back, a leg was tucked firmly under one of 
his arms, and the other leg and an arm or 
two emerged from his bicycle basket. They 
were obviously en route through Milan's 
traffic to install a window some- 
Many of the display departments 
housed in separate quarters from 
the store, as the city is crowded 
of its aged buildings still in 
terrific bombings and other 
tions 

The department store as we know it in 
America is not as popular in the 
specialized shops As a they 
and the lesser 
department 
American city of comparable size 
Continuing the 
big store, we 
department 


frantic 
where 
must be 
a result 
and the 
destruc- 


use 
war 


Italy as 
consequence, 
smaller 


are contain 


than an 


cities 
numbers of stores 
comparison of Milan to 
may well say that the 
fill the function of the 
low priced basement, the budget section, or 
the moderate priced floor However, the 
department stores of Milan, as well as those 
of all the large cities of Italy, do the most 


one 


stores 


MAY, 1950 


ltalian Display Presents 


effective displays and have the most expert 
displaymen 

The small, individual 
in one product or a few allied products are 
the different “departments” in this figura 
tive The for the abun- 
single shops is very complex and 
all manner of involved explana- 
national To attempt a 
summary of Situation, it is to a 


shops specializing 


store real reason 
dance of 
requires 
tions ot 


brief 


economics 
the 


—At the top of this page, a display at Rossi 
Barbisio, Milan, o smart shop featuring men's 
hats. . Center, from the fabric house of 
Casetta, Milan, showing men's suitings by the 
yord. . Left, a rayon fabric display by 
Socrate Sala at La Tessile — a large textile, 
ready-to-wear and custom-made store in 
Milon. . . (Photographs by courtesy of 
"Vetrina”’ )— 


great extent 


developed 


the result of the not yet well 
ready-to-wear clothing industry. 
Italy are expensive, not 
abundant, and generally not as attractive as 
the lovely things 
and dressmakers 


Ready-mades in 
made by tailors 
for only a small amount 
price. For those who can not 
afford the better tailors, there are always 
the numerous and cheap tailors and dress- 
makers. They often do a superior job to 
the manufactured one and charge much less. 
This applies to men, women, and children’s 
wear as women’s hats, 
and even shirts, pajamas, blouses, ete. 


expert 


more mn 


well as to shoes, 


But the industry, which 
has reached heights for all pocket- 
books in America, is progressing rapidly 
along similar lines in Italy. As it advances, 


it will undoubtedly make a vast difference 


ready-to-wear 
such 


in merchandising. 
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A Varied Picture 


As a consequence of the fact that ready 
mades are not yet available or suitable for 
the majority, as well as the fact that one of 
the biggest industries is that of textile 
manufacture, all the main cities contain 
numerous and varied types of fabric shops. 

Textiles are the greatest merchandising 
item in Italy. The fabric industries are the 
ones responsible for an excellent little pub- 
lication of a similar nature to DISPLAY 
WORLD. It is called “Vetrina’, or “dis 
play window”, and, like DISPLAY WORLD, 
is an inspiration to Italian displaymen. This 
magazine concentrates mainly on the field 
of textile display 

The fabric manufacturers also 
window display with substantial 
awards for the winning windows 

The yard goods displays at the big fairs 


held all Italy 


sponsor 
contests 


over each year are nothing 
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less than fabulous and truly an inspiration 
to displaymen. 

The selection of materials created in Italy 
is exciting and so vast that every taste is 
satisfied by them. The shops selling fabrics 
range from tiny one-window affairs to the 
newest store of the “Galtrucco” chain, in 
Piazza Duomo where 12 windows face two 
of Milan’s most important This 
enormous, ultra-modern store also has 12 
large interior cases for the display of its 


streets 


—Upper left, men's custom tailored apparel 
display by Socrate Sala, La Tessile. . ° 
Upper right, men's sweater window by Gio 
Ponti for La Rinascente, Italy's largest depart- 
ment store. Lower left, a prize-winning 
display by Mario Scola, Lecco, Italy. . . . 
Lower right, men's accessory window with a 
chess theme; used by Fabris, Milan— 


By NANCY LEE ROBERTS 


only merchandise, yard goods. Between the 
two extremes, all over Italy are fabric 
houses and in their windows we see _ thx 
best of Italian displays 

Still regarding Milan as one vast depart 
ment store, we must consider the most ex- 
clusive department, the luxurious Via Monte 
Napoleone section. This expensive aisle 
winds for about three blocks in a hap- 
hazard direction and is lined with the most 
delicious little shops and elegant stores im- 
aginable. To my mind it is a far 
exciting street than the Ru de la 
Bond street. 

Every luxury in the world may be 
chased in the Via Monte Napoleone 
jewels, antique treasures, furs, laces, gour- 
met’s exotic imported 
directly from Paris, or designed on the spot 


[Continued on page 102) 


more 
Paix and 


pur- 


delicacies, fashions 
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Can You Afford Not To Modernize? 


T is no longer a question whether you can 
afford to modernize, but rather 
afford not to modernize? As one retailer 
remarked, “I may go broke in modernizing, 
but it's darned certain I will if [ don’t.” 
Today nothing remain static; we 
either gc forward or slip backwards. Instead 
of crawling into our shells we should take 
inventory of our positions and make every 
effort to increase our volume 
Styles that were the height of fashion ten 
short years ago now appear most uncom- 
fortable yes, even ridiculous. The 
same reaction May occur in your customer's 
mind as he contemplates entering your store 
Manufacturers have hundreds of 
dollars in engaging leading 
stylists, designers, display experts, as well 
as in advertising your wares in leading mag 
azines. Are you, the retailer—in direct con 
tact with the public—utilizing their combined 
efforts to best advantage 
present 
facilities 
optimum display 
In order 


can you 


can 


very 


spent 
thousands of 


For example, do 
and lighting 
atmosphere tor 


windows 
pr ‘ per 
value 


your show 


create the 


to arrive at a correct evaluation 


By CHARLES S. TELCHIN 
Techin & Campanella, Architects, New York City 


of your store's advertising power, we should 
assume the following: 1, That your prices 
proper; 2, that your merchandise has 
been well selected; and 3, that your sales 
people are capable. Obviously the remain- 
ing factors apply only to your store’s phys- 
ical appearance, and efficiency of operation. 

The positive or negative answers to the 
following should enable determine 
if you are prepared for the future: 

(a) Are passersby attracted to your show 
windows ? 

(b) Is the present 
leisure shopping ? 

(c) Is your store properly set up for im- 
pulse buying ? 

(d) Have you 
each department ? 

Statistics that I have secured, as well as 
published reports, indicate that a_ well 
planned modernization program should in- 
crease your volume between 25-30 per cent 

assuming, of course, that other 
factors are unchanged. A recent survey in 
dicated that by merely improving their light 
number of 


are 


you wo 


layout inducive to 


allowed ample space for 


business 


ing systems a stores increased 


their business by an average of 26 per cent 
Most retailers allow a budget of 4-5 per 
cent of their volume for newspaper and ra- 
dio advertising. I firmly believe that an 
equal sum spent over a five year period in 
store modernization will accomplish greater 
results. In this connection you should aim 
to hold your present clientele, as well as de- 
sire to attract new customers. 

Most of the improvement costs are capital 
investments and as such are deductible on 
your income tax, over the period of your 
lease. Naturally you should consult your 
accountant for his advice as the conditions 
in each situation vary too much for any 
general rules. 

Often the merchant is successful in secur- 
ing a financial contribution from the land- 
lord towards the modernization, as he is 
anxious to improve the value of his property. 
Often the tenant is willing to pay an in- 
creased rent—another form of amortization 
Thus, between Uncle Sam and Friend Land- 
lord, the actual net outlay to the retailer is 
much less than he anticipated 

Another source of assistance is your local 
bankers. They should be happy to make the 
necessary loan to any going concern, for 
store modernization. Certainly his exper- 
ienced, friendly counsel is worth the effort. 

Civilizations — cities — even your 
immediate neighborhood deteriorates in 
time. It is to your financial benefit as well 
as your civic obligation, to maintain and 
improve the value of your neighborhood. In 
too many cities, what formerly was the 100 
per cent shopping center moved up or down 
the street, due primarily to neglect and in- 
difference on the part of both tenants and 


yes, 


—Above, a visual rendering of the new Park 
Shop project under construction in Allentown, 
Pa.; parking space is provided beneath and 
on top of the building. Benioff's Furriers, 
Allentown, will occupy the corner store. .. . 
Left, the architect's sketch of the newly com- 
pleted Jax Shoe Store, Bridgeport, Conn. 
Pressed brick was selected for the facing ma- 
terial for the piers and bulkheads for its 
masculine effect. Green zourite with neon 
letters in green and gold add a decorative 
effect— 





MAY, 1950 


property owners. The best way to avoid 
this ocurrence in your community is through 
store modernization. 

Many economies, as well as multiple 
benefits, are available to an entire block 
project. Such an enterprise requires con- 
certed action on the parts of all storekeepers 
and landlords, with the assistance of the 
local Chamber of Commerce. One of the 
most successful examples of rejuvenating an 


entire community is the experience of 
Franklin Square, Long Island, N. Y. Due to 
intelligent group planning, I am told, each 
merchant more than doubled his volume, and 
the value of the properties quadrupled. 

“I would modernize immediately if I could 
be assured that all would go smoothly,” is 
an all too common expression. In the ma- 
jority of cases the disappointed merchant 
has no one to blame but himself. Improper 
advance planning and attempting to do the 
job without professional assistance are the 
two reasons for heartaches and delays, The 
thousands of merchants who did employ 
architects were spared many unhappy hours 
Furthermore, these architect-designed jobs 
usually were within the original budget and 
considered to be much more 
every sense of the word 

Before making up your mind to go ahead, 
it is advisable to check all detaiis. Only by 
anticipating all problems can you minimize 
the risk of making errors. A thorough re- 
view of your modernization plans while in 
the blueprint stage will avoid making last- 
minute changes, another name for costly 
extras. These extras not only run up the 
cost but also increase the construction time. 

Since the underlying motives of your ex- 
pansion program are to increase the ef- 
ficiency of your operation as well as to make 
your store more attractive, the first step is 


successful in 


—Upper left is the exterior of Manlie Jewel- 
ers, Hammond, Ind.; this store was selected 
by General Electric as the best example of 
store lighting in a nation-wide contest. The 
cantilevered windows, wide vestibule, and in- 
teresting cove treatment extend an invitation 
to enter. Upper right, an interior view 
of Manlie's. . . . Below, an interior view of 
Jax Shoe Store; several free-flowing open 
displays departmentalize the exposed stock 
units— 
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to understand your merchandising require- 
ments. It is necessary to determine how 
many feet of display should be devoted to 
each type of merchandise, as well as the 
proper placement of each department. In 
this connection, the placement of stock 
rooms and service elements deserves careful 
planning. Before the preliminary layouts are 
approved, the physical conditions of the 
building should be ascertained and also the 
allowable budget for the improvements. 
These two factors must be considered to- 
gether, otherwise one’s imagination runs 
away with itself. Later when the costs are 
ascertained the owner often regrets his 
hasty decisions. 

In selecting the best design for your new 
store, we must consider your present clien- 
tele. What type of design will bring the re- 
sults you are after? For example, if you 
cater to the college trade your store design 
requires a different treatment than that 
suitable for a merchant in a metropolitan 
city. In my opinion a successful design is 
the one best suited to your particular type 
of operation, and which as 
sible reflects your store’s personality. 
though you should aim to attract 
people who, for one reason or another, do 
not presently shop in your store, you should 
make every effort to keep your present 
clientele. Your new store design can be 
bold and imaginative without being freakish 
or overdone. 

Today the entire store, both front and in- 
terior, are considered as one design prob 
lem rather than two separate functions 

More and more architects now work from 
the interior outward to the front, rather than 
force an interior to follow the lines of the 
exterior. 

The basic purpose of the plans is to in 
dicate “what goes where,” and how 
portion of the job fits together. This infor- 
mation is supplemented by the specifications. 
These describe in great detail the manner 
and methods in which the work shall be 
done. Furthermore, the specifications indi 
cate the relationship between all parties 


much as pos- 


Al- 


those 


each 


and, as the name indicates, specifies the 
quality of all materials desired. 

Once the so-called mysterious technical 
aspects of the blueprints and specifications 
are understood, every merchant should be 
able to interpret them accurately. Since the 
contractor will only perform the work that 
is indicated, it is imperative that the plans 
and specifications be complete in every de- 
tail. Only by having everything down in 
black and white can the merchant feel that 
everything will go smoothly 

In order to make certain that he will 
secure the most favorable estimates the re 
tailer should secure proposals from several 
qualified contractors, all based on the same 
set of plans and specifications. Should any 
contractor request additional information 
he should be referred to the architect, who 
will issue similar instructions to all bidders 

All estimates should be in writing and 
carefully reviewed regarding any variations 
from the contemplated work. Very often al- 

[Continued on page 115) 
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Los 


HE lure great outdoors obviously 
influenced Los 
month 


blamed. But 


of the 
Angeles displaymen dur 
Or perhaps spring 
whatever the 
blossomed 


ing the past 


jever could be 


reason, windows all over town 


out with displays California’s 
life” 
Company's annual summer 


Stan 


portraying 


way oft 
May 


promotion 


outdoor 
For The 
furniture 
ley FE 
titled “For 
California 


Display Directot 


Thompson did a series of windows 
outdoor living in the 
Thompson  patriotically 
blue as the color 
for one of these displays. The back 
brick 
bamboo screen suspended 
\ portion ot 
matting ; 
wallboard 
wrought 


your 
Way” 
used red, white and 
scheme 
formed of white panels 
navy blue 
ceiling at an angle 
with grass 
white 


white 


ground was 
with a 
from the 
the floor 


the rest 


covered 
blue 

seats of the 
upholstered in red, and 
done in red and white 
\ papier mache dog and a 


was 
with and 
squares The 
iron turniture were 
the backs 


vertical stripes 


were 


Angeles 


DISPLAY WORLD 


single added a touch of life to 
the display 

In another display in the same series, the 
painted dark brown \ 


was set in the center of the 


mannequin 


walls were rose 
colored 
back wall, bordered with artificial “U’ 
made of ruscus and manzanita. The 
board squares on the floor immediately in 
front of the doorway were painted rose and 
dark brown to set off the rose of the wrought 
iron furniture. The rest of the floor was 
covered in grass matting. Two mannequins 
were used in this window—the mother, the 
daughter and a giant English sheepdog 
(Second illustration.) 

indoor scenes in this series cap 


door 
* trees 
wall 


Even the 


—The two displays above are by Stanley E. 
Thompson, The May Company. . . . Lower left, 


by Glenn Baugh, Silverwood's. . . . Lower 
right, by Paul C. Smith, J. W. Robinson & 
Co.— 





Displays Feature 


In one 
console, 


tured the feeling of outdoor living. 
window featuring a_ television 

Thompson covered half of the background 
with olive green egg-crate panels. White 
rope, stretching from the ceiling to the floor 
in a zigzag pattern, was used for the balance 
of the background. The flooring was made 
of dark green panels spattered in a lighter 
green, The television set was set against the 
egg-crate panel background, while a wrought 
love-seat in green tones was used 
against the rope background. Split philo 
dendron and fern were used for greenery 
This display is pictured at the upper right 
on the next page. 

Navy blue is still one of the most popular 
whether they be men’s, 
women’s of Display Director Glenn 
Baugh did a window showing all three types 
of suits in an outdoor setting at Silver- 
woods-Crenshaw, as illustrated in the third 
photograph. The floor was covered with 
grass matting, and real flowers and plants 


iron 


sults, 
boy s’. 


colors for 
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Outdoor Themes 


A large blue 
chairs 


were used in the background 
and white umbrella table and 
placed in the center of the window 
side of the background was done in natural 
finish pine, while the other half was left 
open, allowing window shoppers a 
a portion of the main floor 
this was an Easter promotion, Baugh used 
an amusing little papier mache rabbit hold 
ing an Easter gift in the foreground 
Windows done for the Red and 
other charitable organizations often show a 
singular lack of imagination. But 
certainly not the case with Display Director 
Paul C. Smith’s Red Cross display at J. W 
Robinson & Co. A scroll on the floor read, 
“When Disaster Strikes—You, too, can help 
through your Red Cross”. A white papier 
mache frame, molded in the form of two 
draped curtains, set off a shadow-box type 
display which portrayed just such a disaster 
—a flood. Three mannequins—a mother, her 
daughter, and the Red Cross worker—were 


were 
One 


view of 


store’s Since 


Cross 


such is 


used. The background panel showed the rain 
still falling and a wrecked home tossed in 
the swollen The disheveled mother 
sat on a stump near the remains of what 
was evidently a _ house Her was 
scratched and dirty and her clothing torn 
ripped. The child, who clung to her 
mother’s hand as if for protection, was also 


river 
lace 
and 


bedraggled from the flood and its after ef- 
fects. Broken planks, shattered trees, lengths 
of pipe, dangling wires, and various plumb- 
ing and electrical fixtures offered mute 
testimony to the violence of the flood. The 
Red worker was 
her hand as if to help. 
The emphasis was on the modern look at 


Cross shown extending 


—Upper left, by Lovis Craig, F. C. Nash & 

Co., Pasadeno. . . . Upper right, by Stanley 

mpson. Lower left, by Paul C. 

. « « Lower right, by Fillmore Lash, 
Globe Department Store— 


By JOHN L. COONEY 


F. C. Nash & Co. in Pasadena where Dis- 
play Director Louis Craig did a series en- 
titled “Very New For You”. 
ing up the newness of the styles featured, 
stressed the fact that each indi 
vidual could from these styles the 
one particular fashion that best suited het 
and 


Besides point 


the series 
choose 
personality Large, 
frames, laced back and 
string, were used as the 
main props as The mannequin stood 
between the frames. At one side Craig used 
a flame plant to serve as a focal point for 
grouping. The reader was 
lettered in two colors on an upright sheet of 
Colored filters were used on the spot 


figure, coloring 
natural 


forth with 


wooden 
white 


seen 


the accessory 


glass 
lights 

\ quotation from the writing of the 
Hindu poet and one-time Nobel peace prize 
winner, Rabindranath Tagore, was both the 
inspiration and. the. theme for Display Di- 
rector Paul C. Smith's fine display of Len- 

(Continued on page 125) 
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turers. DISPLAY WORLD cooperated by 
publishing a “Convention in Print”. 

A voluntary cut in the amount of elec- 
tricity used by window and interior display 
was asked for — and of course received — 
by the War Production Board. However, it 
must be said that compliance with the re- 
quest was not particularly good, especially 
as time passed. 

Members of the National Association of 
Display Industries met during December 
and decided in the future to sponsor Display 
Market Weeks directly under the associa- 
tion's aegis. 

1944. The subject of critical materials 
was one discussed on every hand and dis- 
play firms which could supply items made 
from materials not on the emergency list 
had no difficulty in selling them, almost re- 
gardless of their nature. Display managers 
were shaping their window and_ interior 
promotions around whatever they could find 
in the way of props and decoratives, rather 
than the reverse. The situation in the man- 


Fifty Years Of American Display 


By CARL JACKSON 


ROM the end of 1942 until the present 

time display was to advance with ever 

more rapid strides. Manufacturers who 
that the 
the 
drastically 
pleased surprise, 


had 
ages 
businesses 


and short- 
hurt their 
experience, 
an unprecedented 
demand for almost anything they could pro 


feared restrictions 


caused by war would 
were to 


to their 


vide in the way of display equipment, props, 


and materials. Papier mache was to 
into its own and small firms specializing in 
it sprang up over-night like mushrooms; 
many of them fade in the 
manner later on 


1943 


and 


come 


were to Same 
This was the era of paper sculpture 


props made by this technique poured 
from studios in a stream that seemed never 
ending of the display industry 
was not affected by a paper 
servation order War Produc 
tion Board who felt this order 


keenly firms 


This phase 
seriously con 
issued by the 
those more 
were engaged in artificial 
flower manufacturers of the 
latter turned to cloth as a substitute 

Store display staffs 


men 


production 


becoming de 
taken into mili 
Many of the replacements were 
this trend 
was over, In 


were 
pleted as more were 
tary service 
women and 
til the 


were the 


was to continue un 


war so numerous 
that many 
war would 
of women, but ex 


this not the 


Tact, 
women joining display 
that staffs after the 
a large percentage 


predic ted 
retain 
cept tor a 


case 


few tmnstances was 


Selt-service was on the lips of many re 


tailers and a writer in DISPLAY WORLD 
—Back in 1943 the display above wos used by 
Les Barofsky, Morris B. Sachs Company, Chi- 
cago. It showed a mother sitting beside a 
blow-up of a telegram beginning “The War 
Department regrets " and was typical 
of many used during the wor years... . 
Right, Victory gardens were another popular 
theme during the wor. This display was by 
Joe Vent, Rike-Kumler Company, Dayton, ond 
appeared in 1944— 


had this to say about the trend: “From the 
standpoint of economy, at least, some form 
of self-service is rapidly becoming a must 
in many retail merchandising departments. 
Increased personnel shortages, coupled with 
mounting 
serious 


have created 
problems which most executives 
agree will be greatly alleviated by the 
adopting of self-service methods, either com- 
pletely or in modified form” 

In compliance with a general request from 
the Office of Defense Transportation,. the 
International Association of Display can- 
celled plans for the annual convention. In- 
stead, arrangements were made to hold two 
Display Market Weeks, one in New York 
City and the other in Chicago, in order to 
cut down on the amount of traveling neces- 
sary for displaymen. The Chicago event was 
the Chicago Display Club; 
York City by manufac- 


operation costs, 


sponsored by 


that in New local 


nequin field was completely fantastic, with 
mannequin firms months behind in their 
deliveries. Orders were placed for delivery 
as much as twelve months or more in the 
future. 

The Southern Display Association was re- 
organized at a meeting in Dallas, with Guy 
Malloy of Nieman-Marcus elected president. 

Patriotic displays had been noticeably 
fewer in number for several months, prob- 
ably due to numerous predictions that the 
war would be over in 1944. The Victory 
Display Committee had passed from the pic- 
ture after doing an excellent job, and its 
absence had made itself felt. As a stimulus 
toward more war effort displays the NADI 
and DISPLAY WORLD sponsored a dis- 
play contest offering $3,000 in War Bond 
prizes in connection with the fifth War 
drive. 

term 


Loan 


The “visual merchandising” began 
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—These displays at the right were used in 
1945. The one at the left is by Sidney Ring, 
Saks-Fifth Avenue, New York City, and the 

other by Ogden Samuel, DePinna's, of the 
same city. . . . Center, a 1947 display by 
Sol Kamensky for Kirven's, Columbus Go. . . . 
Below, G. C. Bowen, H. C. Lytton & Co., 

Chicago, used this display in 1948— 


making its appearance here and there as a 
phrase more aptly describing the display 
director's duties — emphasizing everything 
of a visual nature which makes up retail 
selling. The original use of the. term is 
credited to Albert Bliss, Bliss Display Corp- 
oration, New York City. 

Modernization for post-war business was 
a common topic among retailers, and oc- 
casional references were made by architects 
to the “open front” store as the most likely 
development after hostilities ceased. 

The most sensational display contest of 
all was announced in DISPLAY WORLD 
$115,500 in War Bond awards was offered, 


for the sixth War Loan drive. A total of 
the contest being sponsored by well-known 
national advertisers in various fields 

1945. A nation-wide brownout went into 
effect early this ve on orders from the 
War Production rd; fuel conservation 
was the reason. 

Paper restrictions and a constantly grow- 
ing circulation made it necessary for DIS- 
PLAY WORLD to accept new subsriptions 
on a waiting list basis only and to discon- 
tinue the sale of single copies 

The government ban on meetings attended 
by more than 50 out-of-town delegates 
caused cancellation of the NADI's June 
Market Week. The Southern Display As- 
sociation, which had arranged to have a 
convention and exhibit in Houston, can 
celled the proposed meeting 

For many months display departments 
had hoarded victory displays in anticipa- 
tion of V-E day and in May of this year 
came the chance to use them. Germany and 
her satelites were beaten. These V-E day 
displays were augmented by others urging 
the public to remember that Japan had to 
be defeated and to continue war conserva 
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'g 


ra 


tion and the purchase of War Bonds as 
before. 

The Ohio Display Association, later to 
become the Great Lakes Display Associa- 
tion, was formed, but had only a brief ex- 
istence 

Wire in some form or another had long 
been used in display, but now chicken wire 
mannequins, props made of wire and other 
display usages were becoming popular. 

Japan surrendered late in 1945 and hun- 
dreds of displaymen began finding their way 
back into the profession after being dis- 
charged from the armed services. 

1946. The long deferred convention and 
exhibition of the Southern Display Associa 
tion was held at Houston in the spring and 
drew good attendance 

The need for display research to establish 
circulation, better tvpes of displays, proper 
signing of merchandise, etc., had been urged 
off and on for years. The need for more 
scientific knowledge of how display func- 


(Continued on page 119) 
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Of Color, Light and Props 


HE interpretation of a flower hothouse 
by Display Director Luke Maletich for 


a series of Easter millinery windows at 
Gimbel’s was convincing in atmosphere. The 
copy, “Gayer than Springtime”, was the 
literal truth in these metropolitan environs 
where the flowering season has been so re- 
tarded. White flower pots were planted with 
yellow tied at the 
healthy 
with 


honeycombed “heads”, 


base with narrow yellow ribbon to 


leafing green stems and each arrayed 
a choice of Easter splendor 

The farmer who looked very pleased, and 
was depicted as a colorful cut- 
out combining yellow hat, 
red and white shirt and red watering 
\ handsome chanticleer, black with red and 
trim multi-color tail feathers, 
appeared on the green bench in the fore 
White lattice sloping 
background, growing 


rightly so, 
overalls, 
can 


green 


yellow and 


work as a 
ceiling and potted 
plants and brown wood chips for floor cov 


ground 


ering all added to the mood 
The effect of 
neatly arranged as 


rows of coat 


background in 


seeing six 


hoxes 


three James McCreery windows was as eye 
catching as the merchandise described as 
“Star Spangled Colors — for a glorious 
Easter featuring the Taffeta Lined Flow 
Coat”. In casting this Easter promotion, 
Display Director Donald Werdon imagina 
tively drew on the supply of the 
customary gray boxes, stacking the rows in 
uneven heights and using a goodly number. 
On a low counter-like bench in the fore- 
this painted bright blue, 
a choice of complementary 
Helpfully, to the spectator, 
prominently held a 


store's 


ground, were 
acces- 
each 
card 


grouped 
sorties 
mannequin price 
with descriptive text 
amusing in execution was a 


Lively and 


—Above, left, by Luke Maletich, Gimbel's. . . . 
Upper right, by Donald Werdon. McCreery's. 
. . « Lower left, by Edgar Tallman, Lord & 
Taylor. Lower right, by Winston Jones, 
Franklin Simon & Co. Extreme left, by 
Gene Moore, Bonwit Teller. . . . (All photo- 
graphs by courtesy of Virginia Roehl Studio, 
New York City)— 
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In New York Displays 


proms 


platform setting in Lord & Taylor's boys 
wear department. Edgar Tallman, interior 
display director, presented the zoo in the 
springtime, with two students posed in a 
simulated wire cage which was painted light 
blue. A card on the cage carried the brief 
warning: “Please do not feed Students” 

The caricatured animals, all except the 
turtle, had arrived at the pavilion and were 
quite gay with their ice cream sodas. The 
sun parasol for the garden table was a cut 
out in black, backed with a colorful striped 
awning. Equally colorful were the costumes 
of the group, enjoying their holiday in re 
verse position to that of the students 

The 
turtle 
a sign post 


slowly 
par tially covered 
Natural 


cutout of the progressing 
with cane and pipe 


which read, “Students 


—Upper left, by Sidney Ring, Saks-Fifth Ave- 

nue. . . . Upper right, by Charles Lenhart, 

Arnold Constable. . . . Lower left, by Edward 

von Castleberg, Bloomingdale's. Lower 
right, by Gene Moore— 
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Habitat . school libraries 

. juke box joints” 

The park backwall 
was painted in greens, black and reds and 
the floor area inside the cage was covered 
with moss 

An infectious and jolly springlike atmos- 
phere pervaded the Franklin Simon windows 
Display 


scene on the white 


for a promotion of children’s wear 
Director Winston Jones hung wooden hoops 
all painted red 

chief 


sizes 
white backwall for the 
yarn decorated 
buttercups 


in many, 
before a pure 
decor. Little 
with cornflowers, 
jumped through the hoops and cavorted on 
the platform which, with the floor, was also 
finished in white. Colorful jelly beans were 
generously scattered floor The 
copy in the foreground lettered in red and 
white gave the message, “Our Young Sixth 
Floor features extra-wonderfuls for the 
littlest boys and girls at piggy-bank prices, 
while little he-man clothes are featured on 
our street floor.” 

The striking contrast of 


many 
white lambs 


poppies and 


over the 


black white 


and 


By VIRGINIA ROEHL, 


Virginia Roehl Studio, New York City 


was smartly adapted by Display Director 
Gene Moore in eight millinery windows at 
Bonwit Teller’s when the copy appropriately 
read, “Every woman with a head on her 
shoulders knows the magic of a Bonwit 
Hat”. White cubes, faced with a black and 
white bird or flower print, were arranged 
on a black and white checkerboard floor 
4 square on each white cube made the base 
for the millinery stand. A glistening white 
fringed curtain completed the color theme 
The whole scheme of showing a galaxy of 
shoes was kept bold and simple by Display 
Director Sidney Ring in six windows at 
Saks-Fifth Avenue A wallboard 
panel inset with a row of five shadow-boxes 
was used as background; each of the five 
cut out spaces revealed a pair of stockinged 
legs wearing a choice of the spring shoe 
styles. The background of the shadow-box 
was also in beige and each unit was illum 
inated with diffused amber light. In the unit 
left the green were 
accompanied with a green umbrella and a 
[Continued on page 74] 


beige 


second from the shoes 
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—L. J. Cherrot, New York City, president of 
the NADI— 


both these figures are the largest ever cov- 
ered in any survey this kind. Between 
the two figures recorded above is another 
group of about 4,000,000 people whose char- 
acteristic behavior when exposed to window 
display traffic was observed but indefinite 
data resulted in excluding them from the 
final totals. Every effort has been made to 
determine the facts of readership from ac- 
curate traffic counts and observations. 
This meeting is a “must” for every visual 
director and manager. It will 
provide more ammunition for the display 
department in every store to show how it 
can do a better job in building sales and 
will give added proof of the sales potential 


of display 


of 


merchandise 


June Market Week 


Managing Director, National Association of Display 


ISPLAY Market Week plus research! 
D Two big packages will be offered to 

the industry by the National Associa 
tion of Display Industries during the last 
week of June. The annual Display Market 
Week will be held at the Hotel New Yorker, 
New York City, beginning on Sunday, June 
5 continuing daily until Thursday, 
June The Second Research Report will 
he presented during an open meeting at the 
Hotel Statler on Tuesday, June 27, at 4:00 
p.m. by Professor Howard M. Cowee of the 
School of Retailing, New York university 
This meeting will be held in the Grand Ball 
Room of the Statler. It will be open to all 
concerned with display; everyone is invited 
Cowee's report will be 
and as short as the important material will 
allow. Covering observed readership of dis 
play traffie and sales results in a major de 
of the 12 Federal 
Districts, the report includes a 
group counted at ,200,000 
persons from a population segment of more 
17,000,000 people. It is believed that 


and 
2 


Professor concise 


partment store in each 


Reserve 


sampling over 


By JOHN F. BOWMAN, JR. 


Week exhibits will occupy 
fifth, sixth and seventh 
New Yorker. Hours of 
as follows: 
12:00 a. m. to 6:00 p. 
9.00 a. m. to 6:00 p. 
9:00 a. m. to 4:00 p. 
9:00 a. m. to 6:00 p. 
Thursday June 29 9:00 a. m. to 4:00 p. 
In addition many of the exhibits will 
open in the evening for special appoint- 
ments 
Trends 


Market 
third, 

Hotel 
will be 
June 25 
June 26 


The 
the 
floors of the 
the exhibits 
Sunday 
Monday 
Tuesday June 27 
Wednesday June 29 


second, 


be 


that are being recognized in dis 
play will be shown by many manufacturers 
in their Christmas lines. Closer coopera- 
tion with television themes will feature many 
lines, with special emphasis on tie-ins for 
window and interior promotions. This will 
be particularly true for children’s and juv- 
enile specials 

Shopping trends will be carefully noted by 
manufacturers during the Market Week. 
Phe experience of the last 18 months indi- 
cates that more selective buying is being 
done by all stores in every department and 
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will have to meet this demand for 
better merchandise presentation at lower 
cost. It seems safe to predict again that 
the volume lines featuring lower unit prices 
will enjoy the largest portion of business at 
the Market Week, while the higher priced, 
more promotional lines and lines that do 
not cover the basic materials will probably 
receive plenty of attention but will not re- 
ceive confirmed orders in any great volume. 

A spot survey of salesmen’s reports and a 
count of reservations already made at the 
New Yorker indicate an attendance of about 
3,000 people for the event, with about one- 
third of these representing the manufacturers 
and sales groups. About 250 to 300 jobbers 
will be on hand to place orders for their 
seasonal material. Strongest representation 
will, naturally, come from the Eastern sec- 


o Be Big 


Industries 


display 


tion, with the mid-West and the South about 
even, followed by the Western areas. A 
breakdown on attendance figures by states 
will be sent to NADI members within a 
month after the Market Week. The usual 
registration lists will be sent out as soon as 
they have been tabulated 

The annual meeting of the members of the 
NADI will be held on Saturday, June 24. A 
members will be followed 


luncheon for the 


by a business session 

The annual 
rectors of the 
Thursday, June 
take at the 

Registration for 
Market Week will be conducted on the sec- 
ond and fifth floors of the hotel. 
Visual Merchandising Series, Report No 
available at the registration desks 
attendants In addition, a 


of the board of di- 
association will be held on 
22. Both these meetings will 
New Yorker 

those attending 


meeting 


place 
the 


Copies of 
? 
will be 


from special 


—Above is a view of the Hotel New Yorker, 

scene of the Display Morket Week. . . 

Left, a view of the New York sky-line, as seen 
from Governor's islan 
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special desk will be set up on the second 
floor in the foyer between the Grand Ball 
Room and the North Ballroom for those 
who wish to place orders for the book. This 
desk will have copies of the report 
available for sale and for inspection. 


also 


The printed report on this second phase 
of the NADI research will be of immense 
value to everyone in display. Following the 
avenues opened by the first study conducted 
in 1948, the report traces the readership of 
every type of window from two broad posi- 
tions. First, the report gives factual data 
on the readership of display in each of the 
stores covered. Second, the report analyzes 
this readership in terms of circulation, at 
traction, etc., with results pre- 
sented to back up the general conclusions 
obtained. Again, during this second phase 
un-advertised merchandise was used as the 
basis for the results. 


some sales 


Visual Merchandising Series, Report No 
2 contains charts of traffic behavior, graphs 
of observed results and detailed comments 
on variations, changes and specific reader- 
ship problems that arose during the observa- 
tions. Probably the best evidence of the 
value of this report is the enthusiasm with 
which reports were made in the individual 
stores in each Federal Reserve District on 
the results for that store. 

Here are a few of the facts that this re 
port will cover: (1) Median readership 
which showed that of all displays analyzed 
19 per cent of the men and 38 per cent of 
the women observed as part of the 
lation of the displays reached this 
This includes every observation from those 
reports showing figures as high as 92 per 
cent to the lower figures below 20 per cent 
(2) Pilot interviews which inquired as to 
the impression made by the display after a 
person had been exposed to it as part of the 
total traffic count but without predetermined 
information as to whether they had actually 
noticed the display. In almost every instance 
this resulted in a positive statement that 
the display in had been observed 
and details of its composition were received 
from the person interviewed. (3) Sales re- 
sults from those stores where tabulation of 
sales could give information as to actual 
huying impulse created by the displays. This 


circu- 
level 


question 
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—Left, the majestic Empire State building, 
just three blocks from the Market Weet hotel. 
. + « Right, the Stotue of Liberty will be a 
familiar sight to many of those attending the 
event. . . . Below, Brooklyn bridge and a view 
of the sky-scrapers of Lower New York— 


is still the largest field to be covered in fu- 
ture reports but the present information 
points to a terrific value in display that can 
not be developed in detail through lack of 
facilities both in the research program and 
in methods used by store accounting and 
control. Of interest in this respect is the 
fact that many stores do not consider their 
window displays as a basic sales factor but, 
rather, use them to initiate fashion trends, 
promote prestige in the community 
and for other purposes that not be 
measured in sales results 


store 
can 


Other factors covered in the report are 
Signs, customer relations, position, contrast, 
information, etc. These and many more pro- 
vide the basis of this report, which marks 
another milestone for the display industry 
Quoting from Professor Cowee: “If we can 
speed the sale of merchandise that is in the 
best-seller classification—and we can—then 
I think that research is starting to pay off 
by teaching us the positive way of using the 
tools at our command.” It may be a 
relative statement that if a best-seller can 
be improved through the use of better dis 
play the results from all other merchandise 
can be improved also by the same means 


cor- 


One significant observation in one store 
points up the whole value of this research 
program. Again quoting from 
Cowee: “In one test, for example, the store’s 
version of the best-seller display received a 
greater amount of traffic exposed to the dis 
play than did the suggested revised display 
Yet the revised display received more look- 
ers, more stoppers, more examiners and 
more buyers. In fact, the store’s display 
sold 27 per cent of the merchandise during 
the period of the test, while your display— 
created out of the principle taught by re 
search—sold 73 per cent of the merchandise.” 

Let's get back to Market Week. The list 
of NADI members participating in this 
event follows, as of May 1. Every phase of 


Professor 


the industry will be represented on the sell 

ing floors. 

Second and Third Floors 

Booth No. 1—Schack’s, Inc. 

Booth No. 2—Korrect-Way Displays 

Jooth No, 3—Earl W. Gasthoff Company 

tooth No, 4—W. L. Stensgaard & 
Associates, Inc 

tooth No. 5—Decorative Displays 

Booth No. 6—C, Barrango Company 

sooth No. 7—London Display 

sooth No, 8—Silvestri Art Mfg. Company 

Booth No. 9—Adler-Jones Company 

Booth No. 10—Old King Cole Displays, Inc 

Booth No. 11—Gardner Displays 

tooth No. 12—Laverne Originals 

Booth No, 13—W. M. Zeppen-Field Studios 

Panel Room—Cook and Meier, Inc. 

Parlors A & C—Oltmanns 

Fifth Floor 

501-52-53 Allied Display Materials, 

503 Grant & Sons, Inc 

504-05-06-07 Frederic Weinberg 

508 Natural Creations 

511-12-14-15 Radiant Glass Fibers Company 

516 Madisonia, Inc 


Inc, 
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which supplied real crullers with which 
the scenes publicized “National Doughnut 
Week.” Lytton’s promotion was humorously 
around an invitation to join the 
“National Dunking Association” with gim- 
micks made by the display department. 
Many helpful hints on the art of dunking 
were offered, such as a “Dunker’s chute . 
doughnut supplier for highspeed 
dunkers, operated by a push button”; a 
“Dunker’s Retriever combination fork- 
spoon to restore doughnut crumbs to right- 
ful dunker”; “Dunker’s tongs . an aid to 
the dunker who does not want his doughnuts 
touched by human hands”; and “Dunker’s 
Glove ...a rubber gadget for hefty dunkers, 
also available in south-paw models.” Dough 
nuts and coffee were served from a wreught- 
iron table painted flat blue, the color taken 
from the chinaware of the print and used 
as the decorating for walls and 
gimmicks. 

Sales of drapery fabrics were greatly in 
creased at Goldblatt Brothers when J. Bog 
display manager, tied-in a promotion 


evolved 


a handy 


scheme 


hosse, 


Different Treatments Feature Current 


looked 


HE young crowd at The Fair 
pets as a picture with the skillful 
treatment Reed Schlademan, display 
manager, gave “Sweet Dotted Swiss” dresses 
fluffy from two to 
\ playful mood was obtained by a 
abloom with dolls’ hats and 
sweetened with colorful candy beans. The 
children gathered fallen candy in baskets, 
and one tot ventured to pick a hat for her 
doll from the laden with sugar and 
space and everything nice. Heads of strange 
toyland green 
grass to the picnic, 
pictured in the first illustration 
With fashion 
home furnishings it is fitting that the baby, 
the king of the American home, should en- 
ter the fashion picture in his own right. As 
a departure from the traditional 
pink and blue in all categories of intant 
furnishings, Marshall Field & Co. introduced 
refreshing tint that 
welcome change in the custom 
the the 
been the 
John director of 


and parasols for misses 
twelve 


bushy tree 


tree 


creatures from grew out of 


complete candy bean 


stressed in all phases of 


colors of 


“Tender Green”, a 
should be a 
often household when 
color has selected All 
mites that Moss, 
put in a woods of lime green to ara 
their outfits appeared 
budding orchids imbued with the ten 
life 
grown with Spanish moss and huge leaves 
t dark 
depth to the color scheme 
the arrival of “Tender Green, delicate 
color for all baby 
(Second photograph.) 

ts. 


which upsets 
wrong 
lovable 
design 
matize fashion-right 
to be 
Great rocks were overt 


derness of new 


green which supplied the required 


Copy announced 
fresh 
new boys and. girls.” 
extremely 
Henry ( 


jamas,” a 


Bowen repeated an suc 
cessful 


Lytton & 
brown 


pajama 
Co. by 
blue 


popular quickie 


promotion at 

“Dunk 
print model inspired by the 
breakfast of and 


featuring 
and 


doughnuts 


Reed Schlademan 
Right, by John Moss 
Field & Co.— 


The Fair 
Marshall 


—Above, by 
Store. 


coffee 


by 


Bowen 


for the doughnut 


A similar display was also installed 


manufacturer, 


of suitable with Life magazine's 
famous four-yard circle skirt. “Make yours” 


cottons 
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the copy advised and for quick reference 
the McCall's pattern number was listed. 
Before a backdrop of drapery fabrics two 
models of the latest fashion whim were 
posed along with all the materials necessary 
to make the skirts. 

A scintillating display at Goldblatt 
Brothers served to acquaint women with the 
glamour they may achieve through the use 
of Max Factor cosmetics. The solar system 
was represented in its relation to the earth 
by eight balls, painted inside in 
blue, white, and gray and electrically wired 
with Christmas tree lights. The earth was 
a plywood frame covered with white spun 
glass fabrics overlaid with tarleton to which 


plastic 


left, by Bruce Elliott, Chas. A. 
Stevens & Co. . Upper right, by G. C. 
Bowen, Henry C. Lytton & Co. . . . Center 
and right, by J. Boghosse, Goldblatt Bro- 
thers— 


—Upper 


DISPLAY WORLD 


a coat of sizing was applied and painted to 
delineate the planet's features 
Around the equator cut-out letters identified 
the promotion as “New Worlds of Beauty.” 
The earth, lighted by a 40-watt bulb, was 
enveloped in a cloud of angel hair that was 
spread over the floor to provide a means of 
displaying three new creams on star-shaped 
supports \ heavily jeweled mannequin 
wore an blue and 
lame. The illusion of the universe as it ap 
pears at night was captured by a backdrop 
of deep blue fabric, shot with silver threads 
The thought implied was that by using the 
featured cosmetics “Your 
will acquire a “Heavenly 
out of this world.” J 
the setting, and all props including the for 
mal gown were made by the department 
heads 

The following displays are 

“Light and airy flower 
butterfly-wing colors” 
transparency and coloring of a giant butter 
fly used with a grape-stump garnished with 


physical 


evening gown of silver 


face, your hands” 
skin 


Boghosse 


loveliness, 
designed 


not illustrated 
frocks in 
motits, 


fresh 
repeated the 


isplays 


By SHIRLEY WARE 


lacy foliage and dream-puffs as the center 
display unit in a series by Boghusse. Green 
light glowed on the hand-painted butterfly 
to emphasize its transparency while the 
sheer frocks obtained their light and airy 
feeling from a gentle breeze wafted by a 
hidden fan 

Versatile Sacony suits were given a gen 
erous display at Henry C. Lytton & Co 
where G. C. Bowen refuted the fundamental 
principle of arithmetic to substantiate a 
“Wonderful Buy.” Before a slate gray back 
wall three mannequins presented the prob- 
lem “i plus 1 equals 4” on red lettered 
placards, the seemingly illogical answer il- 
lustrating how a customer could “Buy two 
suits and get four changes.” The display 
thought that lifted the scenes out of the 
commonplace was a miniature papier mache 
figure of a school teacher who admonished 
a dunce for not understanding why one 
plus one equals four. 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: One definite unit 
appealing outdoor display. 


Properties: The background for this display is a 
red brick wall over which is draped cotton dress 
material in bold, colorful garden prints. Mother 
and daughter are seated wearing dresses of the 
draped material. Mother holds basket of freshly 
picked vegetables. Copy card is placed at lower 
right 


Arrangement: Here 3 promotion of range 
clothes for the whole family. The display consists 
of two units well arranged. 


Properties: A covered wagon is the setting for 


this display All members of the family are out 


titted in range togs and ready for the great out 
doors Copy rd hown in center toreground 


ot window 


Arrangement: This delightful summer display con- 
sists of three definite units nicely arranged and 
well balanced. 


Properties: Large sunflowers strike a colorful note 
in this display of children's sun suits, and an 
amusing paper sculpture sun adds to the theme. 
Children are shown at play wearing sun suits or 
swim suits. Copy card is displayed at lower right. 
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COMING UP 


Arrangement: This men's ety of cool summer 
shirts is made up of three definite units in an 
interesting arrangement. 


Properties: The theme for this display is the sea 
and its wonderful and fascinating living things. 
Aquatic life in the form of fish and plants is shown 
as a setting for the cool light weight shirts. Copy 
card is displayed at lower right. 


Arrangment: Three definite units are noted in this 
men's swim suit display. Arrangement is neat and 
pleasing. 


Properties: The three units are framed in by a 
rolled-up striped awning. Heavy rope is twined 
around post at left, and at the right are two 
supports at different heights. Girl mannequin is 
added for interest and appeal. 





Arrangement: Summer time is ‘hose time’ —— such 
is the. theme for this display which consists of 
several elements forming a single unit. Window is 
neat and uncluttered. 


Properties: A red plastic garden hose is used in 
an interesting and rhythmic design for the play 
on words. A reel of hose is also added and copy 
card is shown at lower right. Unity is noted 
throughout by the sweep of the garden hose. 
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By KIM HOFFMANN and 
STEPHEN HEIDRICH, Designers 
New York City 








home, where more or less adequate pro 
vision can be made to accentuate their 
beauty and color in some artificial setting. 
In the home there will be a certain, studied 
relation among the flowers, their container, 
and the background against which they 
appear. And in many instances much spe- 
cial care and attention will be given to the 
problem of creating harmony among these 
three units 

Not so much attention is given to that 
necessarily very short stop-over at the 


Ideas For The Florist’s Shop 


ISPLAYING flowers is an entirely 
D different matter than that of showing 

a gown or footwear to best advantage, 
and in some ways it is more difficult. For 
instance, with apparel the displayman has 
a number of inspiration sources at his com 
mand the idea of a Paris creation, the 
surroundings in which it will be worn, a 
tie-in with some local or national event 











such as the opening of the opera season, or 
any one of a hundred other things which 
suggest dramatic display treatments 

It is less simple to display flowers, per 
haps because they are an expression of life 
itself; in a sense they are alive and almost 
animate; they are in their natural sur 
roundings in the garden, out under the 
open sky, and it is difficult to supply a 
satisfactory substitute in the way of dis 
play 





























Flowers are destined by people for the 























average florist shop. A gown will find a 
more permanent home in a store window; 
if it stays there for one week, or even two, 
nobody will have to give a thought to its 
‘life’ But if a cut flower lives longer 
than a few days in a florist’s shop and is 
still beautiful it is a sort of minor miracle. 
Some florists unintentionally create the im- 
pression that their flowers are handled like 
meat in a butcher shop; they arrive, are 
trimmed, thrown into containers, priced, 
labeled and pushed into some spot in the 
shop Consequently flowers hardly ever 
look the value that has been attached to 
them so rudely 

It is the designer's duty to conceal this 





—Upper left, a florist's display simulating the 
natural beauty of a hillside; the flower con- 
tainers are placed on a stairstep arrange- 
ment. .. . Above, a cross-section of a rondel 
of brick, as described in the article; the effect 
of the rondel is seen at the immediate left— 
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—Showing flowers and plants in home-like set- 
tings is suggested by the authors. At the 
tight is one method of so doing, while the 
modern partition shown below provides area 
for similar home-like display. . . . Lower 
right, the refrigerator becomes a display 
unit as well os other spots in the shop— 


state of affairs, and to create a better re- 
lationship between the flower and the store 
surroundings. He must find harmonious 
ways to display the flowers and to eliminate 
the “butcher shop” atmosphere. 

To our mind there are three ways to 
make this possible: 

1. Create surroundings that are symbolic, 
but not necessarily literally exact interpre- 
tations of the natural home of a flower — 
the garden. It is not necessary to pile up 
soil and erect hedges to create this impres- 
sion. It will help, however, to dispel the 
impression of artificiality by eliminating 
from sight the vases or other containers, 
which are not found in gardens, and if 
possible to show the flowers not so tightly 
bundled, but spread further apart; flowers 





do not grow naturally as they appear in 
bouquets. 

The first illustration shows two arrange 
ments under this plan. This is the “hill- 
side” arrangement, where drama can _ be 
achieved by showing the flowers displayed 
on steps rising parallel to the wall and 
covered with an apron dividing the con- 
tainers, thus permitting only the flowers 
to be visible. 

In the third drawing is seen a_ rondel 
arrangement, possibly made of brick with 
deep inserts for vases and several circles 
which become progressively smaller and 
rise simultaneously The second drawing 
shows a cross-section of this rondel and 
illustrates its exact formation 

2. Present the flowers or plants in sur 
roundings in which they are supposed to 
live after they have been bought — the 
home. Again, no literal interpretation 
should be used, nor should large living- 
room divans be carted into the store for 
display purposes. There are many cocktail 
tables available with inserts for plants and 
flowers, and there are end tables on which 
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vases may be placed. Modern, as well as 
antique, furniture can highlight the flowers 
There are modern partitions which divide 
living room and dining room, where flowers 
and plants are needed. Even a window 
with opaque glass and a sill will provide 
natural display surface, while there are 
lamps equipped with bowls carrying plants 
or flowers. The furniture in such displays 
may be wrought-iron and the floor done in 
linoleum or covered with rough hemp cat 
pets. 

The first illustration at the top of this 
page shows a display involving the home 
theme, while the second illustrates the room 
divider base as a natural spot for flowers 

3. Use the flowers or blossoming plants 
as abstract compositions, exponents of 
beauty; take their colors and paint with 
them. Once more no reproduction of a 
landscape need be created, but a blending 
ot colors, a cascading of hues, or the im- 
pact of selected gem-like beauty presented 
in solitary arrangement — either simple or 
precious in aspect. 


[Continued on page 118) 
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O give salespeople a better idea of the 
importance of display, and to enable 
us to have a better job of interior dis 
play throughout the store 
conduct a 
selected 


it was decided to 
display training program for 
individuals from the Maas Bro 
thers selling staff. The results have been so 
good that the complete outline of the course 
is passed on here with the thought that it 
may help other displays directors contronted 
with a similar task 

One 
after 


person was chosen (by 
with the 
from each department as a 


The 


a series of 


personnel 


consulting buyer concerned) 
“display 


then 


spon 
notified that 
would be held, one 
afternoon at 4 o'clock in 
oom All 


sor” sponsor was 


six classes 


W ednesda y 


personnel 


each 
the 


were 


training buvers 


also invited 
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isplay Training Program 


The 


short 


first 
explanatory 


was started off with a 
talk by 
manager. He 
to the 
slides which had been prepared from 


York City 


which we 


meeting 


our sales pro 


then turned the meet 


writer, 


motion 


ing over who showed colored 


New 


display photograph services to 


subscribe, and also shots of 


We 


this first showing 


our 


own windows wanted to include in 


some excellent 
1. Interior displays 
2. Departmental arrangements 
3. Window displays 
4. Departmental 
ing 


The 
categories ot 


identification and sign 
large 
furniture and the 


slides ran the gamut through 
fashions and 
related 


objectives of the 


smaller merchandise 
The 


these 


first lecture were 


1. To show the display sponsors good de 


fs 


. gor3 
fe eR te oe * 


ert : 
* ee ee ee Sak 
. i 


b> Perteo teehee 


es oe fret 
& 


By GRETCHEN DEAN, 
Maas Brothers, Tampa 


partment store display, both interior and 


window 


2. To explain display in a 


general sort 
ot Was 
SECOND 


each display 
plan 


WEEK 
sponsor 
for better 
This is as 


First, 


SIX-potnt 


Was given a 


displays at the 
point-of-sale follows 

1. Display 
pact and clean 

2. There should be sufficient elevation for 
emphasis and visibility 

3. All displays should be well 
with pre-evaluated sign card copy 

4. All displays should be well illuminated 

5. Displays should be related, coordinated, 
and timely 


arrangements should be com- 


signed, 


». Displays should have selling appeal 


The writer for 
point, taking as many different departments 


discussed this plan point 


We oun ae ogee 


y Beste ee 


throughout our 
amples. An 


store as possible for 


intensely 


ex- 
interesting general 
sponsors followed, which 
showed that they were beginning to grasp 
good basic display principles. 
At the second meeting the 
announced and outlined 
ot: 
1. Each sponsor was to set up each week 
a simple display with easily available equip- 
ment. 
2. Each week at an appointed time a 
committee made up of the personnel train- 
ing director, display director, and sales 
promotion manager would come around to 
each department to see the displays, judg- 
ing the work from the six-point plan 
better point-of-sale displays 
3. The committee would 
best displays and cash 
made at the following meeting 
cedure followed each week 
The resulting displays were mighty grati- 
fying. The committee found departments 
that hadn't heretofore taken any interest in 
display were now suddenly showing marked 
improvement 
out the 


discussion by 


award 


This 


plan 
was con- 


sists 


for 


three 
would be 


This 


select the 
awards 
pro- 
was 


One point stressed through- 
meetings how important it is 
for a department to maintain a display set 
up by the display department in its original 
attractive state. 

THIRD WEEK 


meeting 


Was 


During this forms, 
and basic equipment of all kinds were shown 
and demonstrated. The writer pointed out 
how a mannequin in a department, thor- 
with millinery, hand- 
hosiery, and jewelry sells 
than the mannequin set up only 
suit and without the 
accessories. The fashion 
set-up is definitely helped by the accessories 
(We showed here an accessory set-up stress- 
[Continued on page 93) 


mannequins, 


oughly accessorized 


bags, gloves, 
much 


with 


more 
the 
stimulus of 


dress or 


added 


—Above, the display training class for sales- 
people in progress. .. . At the left, some of 
the award winners— 
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color harmonized 
CREPE PAPERS 


® Having long recognized the displayman’s need for an accurately 


harmonized line of colors in crepe papers, also a fool-proof method 
for choosing correct color harmonies, we rolled up our sleeves and 
tackled this problem, - and a gigantic problem it proved to be. 


After long experimentation and in collaboration with Egbert 
Jacobson, eminent colorist of The Container Corporation of 
America, we decided to discard our entire color line and develop 
a completely new one based upon Mr. Jacobson’s studies and 
researches. A bold step, but one which we know will have your 
approval, for now you have in Reyburn’s Crepe Papers a com- 
pletely new line of harmonized colors, offering unlimited possi- 
bilities for creating constantly new and scientifically correct color 


harmonies. 








*® Another new and exclusive Reyburn feature - a pocket size work 
chart containing movable color scales for paring and selecting 
accurate, eye-appealing color harmonies from Reyburn’'s complete- 
ly new line of color harmonized Crepe Papers. Write for your 


chart today, Address Dept. CH. 





The REYBURN MANUFACTURING CO., INC. 


DISPLAY MFG. DIVISION 


PHILADELPHIA 32, PA. 


SHOWROOMS: NEW YORK 


ROYERSFORD, PA. 
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.».on and off the record 





—Here we have the 

display department 

of Plummer Roddis 

Ltd., Brighton, Eng- 

land, oat a stoff 

party. R. V. Adams, 

display manager, is 

seated in the cen- 

ter— 

—Russell Millward 
ond Mrs. Millword 
spent several weeks 
in Florida recently, 
resting, swimming 
and fishing. Here 
they stand with Jack 
Deweese, veteran 
display factor of 
Miami. Millward is 
with L. E. Hier, Min- 


neapolis— 


—"Charles R. Eckles has 
been named to the newly- 
created post of display 
artist in the sales promo- 
tion department of Chi- 
cago & Southern Air 
Lines", states a news re- 
lease. He will be located oe : = —E£, W. Nunan, Jas. 
ot the general offices in ay * 2» K. Wilson Com- 
Memphis. “Chuck” has ’ : pany, Dallas, ac- 
been with Goldsmith's, P ‘ cepts the gavel of 
Memphis, since 1939 ex- j the presidency for 
cept for three years spent j f the Dallas Display 
in the Army Air Force— : s and Allied Arts 





League. Peter J. 
Schaefer, Sears, 
Roebuck & Co., is 


retiring president— 


—'Temptation” ... 

or, “His strength is 

as the strength of 

ten because 

heart is pure.” 

Hoff, of 

Kansas City, wears 

a holier than thou 

expression as he 

fends off the De- 

mon Rum while sip- —Left to right, Charles 

ping his Coca- Floyd, Lousol's; Fred- 

olo— erick M. Yost, Wana- 
maker's; Marc Bieler, 
Bonwit Teller, all of 
Philadelphia, and 
Charles Goldstein, 
president of the Stu- 
dent Council of the 
National Display Insti- 
tute, of the same city. 
The occasion was oa 
symposium during on- 
nual Spring Open 
House— 


Photographs for this page are 
always welcome. Address them to 
DISPLAY WORLD, Cincinnati |. 
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‘po NOT BE MIS- LED! THERE IS 


|Every genuine SWIVELIER Unit carries this 
Trade-Mark .. . 


| only 
|Genvine SWIVELIER Fixtures 
|| Trade-Mark! 


‘| INSIST ON SWIVELIER! 


have this 


Even a Parrot can be taught to say 
‘*Me, Too’’! Don't accept a ‘‘Me, Too”’ 
unit when you ask for SWIVELIER— 
INSIST on the GENUINE SWIVELIER 


© Some trade names Sound like 
SWIVELIER... 
There is only ONE GENUINE SWIVELIER! 


® Some adjustable fixtures look like 
SWIVELIER ... 
There is only ONE GENUINE SWIVELIER! 


© All claim to be ‘‘Just like SWIVELIER™’. . . 
There is only ONE GENUINE SWIVELIER de- 
signed, engineered and built to rigid 
specifications! 

Look for the SWIVELIER Trade-Mark — 


There is only ONE GENUINE SWIVELIER! 











LOOK FOR THIS TRADE-MARK 
ON EVERY SWIVELIER FIXTURE 


YOU BUY! 





The genuine SWIVELIER Lighting 
Units are made with the Pat- 
ented Spring-Tension SWIVELIER 
SOCKET: 
© Universally Adjustable— 

90° Vertical, 360° Horizontal! 
® No Wing Nuts or Set Screws! 
* Won't Work Loose or Drop Down! 


© “Stop” Prevents Wires Twisting! 
“STAYS PUT... AT ANY ANGLE!” 


Excerpt from official U. S. Gov- 
ernment Test: ‘Socket withstood 
the life tests off 10,000 cycles 
with no decrease in the tension 
of the socket.” 


AN ANSWER FOR | EVERY DISPLAY-L LIGHTING PROBLEM! 
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The 
Floating 


Brides 


By CURT WRIGHT 
The Fashion, Houston 


—So successful were the ‘Flooting Brides” 
displays of 1949 that they were repeated by 
popular request this yeor, and probably will 
be used for several years to come with differ- 
ent variants of the theme. Elevator windows 
ot The Fashion helped make them effective. 
For the action effect wire frameworks were 
used to give the gowns a flowing “motion”, 


although the displays actually were stotic— 


N unusual and store-wide bridal pro 

A motion took place at The Fashion a 

short time ago after months of plan 

ning on the part of the store's fashion 
council 


Mrs 


rector 


salon di 
groundwork 
and 
collection of 
and the 
sent to us on 


Koch, the bride's 
laid the 
resources 


Ferne 
while in Paris 


by contacting lace muscums 


arranged to have a rare 
from the 


Academy 


and 


antique Louvre 


iaces 


Brussels Royal Lace 


loan 
carried out 


Newspaper advertising 
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lace exhibition and bridal exposition theme. 
The dramatic windows to tie in 
lace exhibit were created with a minimum 
of props. Brides were shown serenely float- 
ing through clouds of deep turquoise and 
the background and 


white, air-brushed on 


with the 


MAY, 1950 


window glass. The illusion of floating was 
obtained by wiring every skirt and petti- 
coat, and shaping them into billows. While 
there was no actual motion in the displays, 
a great feeling of movement was obtained. 
the were completely 
concealed with a long, lace-covered pillow 
and the card copy was on white satin ribbon 
caught up with a bride’s bouquet. 


Ledges of windows 


The unusual window displays were pos 
sible only with our elevator windows. They 
first presented in this last 
year and received so much attention that we 
requested to repeat them again. This 
turned out to be a wise as the public 
liked them more than and all indica 
tions are that they 
and the 


were manner 
were 
move, 
ever 
will be repeated again 
next after that 


next vear 


cooperated with 
promotion — by 


magazines The 
this sending 
dresses that would be used on their covers, 


Bridal 
Fashion on 


and by sending correspondents to cover the 
affair from a news standpoint 

The the immediate left 
shows a third floor, with a 
Louis X\ and a mannequin dressed 
in a bridal gown of antique lace. An idea 
of how patterns were dis- 
seen in illustra- 


photograph at 
view of our 


sola 


of lace 
this 


various 
played also be 


tion 


can 
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ramento and Stockton, Calif.; two Gimbel 
stores, Philadelphia and Milwaukee; the 
Erie Dry Goods Company, Erie, Pa., and 
The W. M. Whitney Company, Albany. 

Display materials furnished by the maga- 
zines for point-of-purchase display include 
cover blow-ups, unmounted or mounted on 
chipboard with easel back; magazine size 
covers, unmounted or mounted on chip- 
board with easel back; “As Seen In” dis- 
play cards, mounting editorial spreads to be 
selected by the store and mounting ads of 
merchandise carried by the store and bear- 
ing the store name; tea room centerpieces, 
place mats and folders; large and small tent- 
shaped display cards; large and small “As 
Seen In” stickers; string tags to attach to 
merchandise; sign toppers, coptes of the 
current magazines and blank miniature 
cover folders. 

Two sizes of full-color cover blow-ups are 
offered — 18 by 23 inches and the “jumbo” 
size, 40 by 60 inches. The “jumbos” were 
used successfully in the October, 1949, 
“storewides” and are used again this year. 


Service And Sales Via Display 


By ROBERT TIERNAN, Merchandising Manager 
Meredith Publishing Company, Des Moines 


YL AM SORA bea At nee 


EY merchandising tool in Successful Week” success stories and four successful 
Farming and Better Homes & Gar Successful Farming promotions in 1949. 


dens’ promotions is the wide use of The special display material which sold 
many kinds of display merchandise in 1949 will be used again, 
generation of along with several new types, to launch 
eight similar Better Homes & Gardens store 
promotions this spring and to spearhead the 
magazine's 1950 activities through retail out- 


Service to consumers, the 
sales and establishment of long-range brand 
preference for advertised products these 
ire the benefits to advertisers and stores who 
tie-in with Better Homes & Gardens, Amer- lets 
ica’s first home and family service maga Stores to partidipate in the Better Homes 
zine, and Successful Farming, the magazine & Gardens program this spring include the 
of farm business and farm homes Golden Rule, St. Paul; Lowenstein’s, Mem- 

rhe tie-ins produced seven “Better Homes phis; three Breuner stores, Oakland, Sac- 





le ae ee ee ee ee 


Display materials are designed for use in 
windows, inside the store, model rooms or 
booths, and can be adapted to special store 
needs 


[Continued on page 94] 


—Upper left, one of 23 windows featuring 
Better Homes & Gardens display material in 
a “Homecoming Fair” promotion at The Fair 
Store, Chicago. . . . Upper right, effective 
use of cover blow-ups in one of the 41 win- 
dows at Gold's, Lincoln, Neb., promoting 
“Better Homes Week" in cooperation with 
Better Homes & Gardens. . . . Left, entrance 
to “Rike's Farmhouse" model rooms set-up 
featured by Rike-Kumler Company, Dayton, in 
cooperation with Successful Farming— 
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LIGHTING FIXTU 
MADE WITH THE PATENTED SWIVELIER SOCKET! 





PORTABLE 
Cat. No. B627SA 
List price $9.50 
(less louver) 








CLAMP-ON 
Cat. No. 817 
List price $2.75 





SCREW-IN 

Cat. No. 107 

List price $1.60 
>. 











COLOR-CLIP 
Cat. No. 834 
List price $1.25 


Fits either R40 or 
PAR 38 bulbs 


LARGE STOCK ON HAND! 


Kesull Li 


MANUFACTURERS AND DISTRIBUTORS OF BASIC STORE FIXTURES 


503 WEST 33rd STREET > NEW YORK 1° N.Y. 
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Sears Looks Ahead 


These are displays prepared by the national display department 
of Sears, Roebuck & Co., Chicago, under the direction of Findley 
Williams, and which will be seen in local Sears stores 


Upper left, the window is done in shades of green — the right 
side dark green, the left side light... Upper right, a large illustra- 
tion in blue and white is used for the wedding gift display. Back- 
ground and shelf unit are white, with the floor blue. 


Center, assorted sporting goods are displayed on a grass mat 
panel against a dark green background. Unit at the left is white, 
and the copy is in yellow and white. 


Lower left, deep blue serves as an effective background color in 
this towel window. Large sign and shelf unit are white, and the 
front panel is turquoise. .. . Lower right, a large cartoon figure is 
used in this graduation window. Background is blue with white 
lettering. The shelf unit is white and the floor panel and floor are 
blue. 


BATH TOWELS 


Values up to 69. 
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Striking Beauty and Utility Achieved 


with UPSON PANELS in 1950 Auto Dealer 
Display and Merchandising Service 





NEW ACCESSORIES DISPLAY. Built of wood 
framing faced with Upson Panel, scarlet 
pyrexylin coated. Chrome edged. Stands 
8312" high by 46” wide. 


“UNITIZED" FLOOR AND WINDOW TRIM FIXTURES. Back ds and plate 
have hardwood frames with colorful “slide-ins” and inserts of Upson Panels, 
pyroxylin cocted. Three display Pedestals are die-cut from Upsen Panels. 


Wan E. HARTMAN & 
Company, the producers 
of these displays, has kept pace 
with fast moving automotive 
merchandising. For the use of 
Upson laminated Panels has 
made it possible for dealers to 
have finer merchandise dis- 
plays in greater number at 
low cost. 

From their own production 
standpoint, William E. Hart- 
man & Company found many 
advantages in the use of Upson 
Panels. They are durable, leave 
smooth edges after cutting, 





take’ screws and fixtures well. 
This typical order was pro- 
duced in 22 sizes and shapes of 
varying color and thicknesses, 
and was delivered on schedule 
ready for assembly as desired. 

The Upson Company offers 
a full service to studios and 
displaymen for production of 
display material in volume. On 
quantity orders, panels can be 
cut to any size or shape in four 
thicknesses. We are equipped 
to finish or coat panel material 
in almost any modern type of 
resin or coating, in any color. 





xe if you are planning to produce display materials 
in quantity— Mail this coupon today, or write us. 


THE UPSON COMPANY 
4194 Upson Point, Lockport, New York 


We are interested in using Upson Panels for quantity production of dis- 
plays. Have your Territory Salesman call to discuss our requirements. 


“VISI-PLANE” PANELS FOR WALL OR 
FLOOR DISPLAYS. Built of heavy wood 
framing faced and backed with Upson 
Panels. Trimmed with chrome moulding. 


UPSON 
PANELS 


PANELS 


NAME____ 





NAME OF FIRM __ 





STREET 





city STATE 
SHES SSSHSSHHSHTSHSHEHHEHSESHSHESSSHESESSSHESSSESESESHEHSEEHEEEHEEE EE 
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Display And Advertising Team 


By BLANCHARD BARTLETT 
Goodall Fabrics, New York City 


OODALI 
room displays for 


Fabrics’ windows and show 
April gave an un 
broad depiction of the com 
while at the time 
told a story Of 
interest is the that tke in 
for both windows on Madison 
New York City, directly 
four advertisements in 
Beautiful tor the 


usually 


pany's products, same 
dramatic 


tact 


each setting 
particular 
spiration 
avenue, comes 
from color 


House 


the displays 


page 


same montl Thus 
form 


double 


vlortul 


and national advertising 


a team which is responsible tor a 


impact on those who see both the « 
s and the equally colorful windows 
fom Lee Ltd 


Starting 


created the outstanding 


Goodall’s furniture 


north 


settings witl 


fabrics division, the small window 


was used with great ingenuity. The original 


platform for this window ts only t by 


7 feet 6 inches, an obvious handicap 


display of furniture making use 


fabrics. extended the 
area a good 6 feet into the showroom, on a 
slight diagonal, To give an added feeling 


wall was used at the 


Accordingly, Lee 


ot space, a 
end of 
The 


tiful 


mirror 
the extension 
furniture shown in 
advertisement 
and a four 
two sections of the 
but the 
tour 


House Beau- 
included an armchair 
Kenmar. Only 
were used in the 
wall the 
effect \ half-round 
ainst the 


the 
section sofa by 

sofa 
mirrored 


window, gives 


complete section 
coffee 


Living 


table was placed mirror, 
added the impression 
ft depth Che faithful reproduction of the 


zine advertisement was completed by 


emphasis to 


the inclusion of a section of a rxdern 


"made of Goodall plastic Redo” 
south window was directed to 
Goodall’s home 


and in 


he larger 
customers of furnishings 
particular to members of 


Institute of 


division, 


nerican Decorators who 


were in New York City for their convention 
during April. Here again the display, seen 
at the upper right, follows the outline of the 
louse Beautiful advertisement in detail ex- 
cept that in the advertisement a shopper was 
seen seated in the chair. 

Directly behind this 
showroom platform. During April it was 
distinctly Mexican in theme in announcing 
something new for Goodall — two outstand- 
ing prints called “Apropos” and “Maya 
This latter pattern is strikingly 
modern although actually 1,000 years old; 
the murals in {ayan temple at Bonampak, 
as Life magazine presented them on No- 
vember 21, 1949, were its direct inspiration 

The display on the showroom stage, seen 
in the last photograph, is a dramatic one 
of casement cloths fabrics blended with 
mohair that Goodall has made 


50 vears 


south window is a 


Fresco” 


famous for 


some 
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is ready for 
RL MARKET WEEK 


with a complete showing of Display Equipment 
NEW MANNEQUINS . . . @ complete new line of fashion-right mannequins that 


will perk up your windows and ready-to-wear departments. 
Ladies’, men's and children's models. 

NEW FIXTURES 

NEW NOVELTIES 


... everything that is new in display fixtures, in metal, wood 
and plastic is on display in our showrooms. You will find we 
have what you ed 

. . . The big Xmas season requires new display novelties to 


make your store a standout in your city. We have many 
new items that will intrigue you. 


“WHERE DISPLAY FRIENDS MEET” 


NAT SIEGEL we 22” 37th Street 


New York City 18 


DECORATORS... 


who want something new, 
different, more attractive 











* * 


* 
WALLPAPER 
4 EXTRAORDINARY 
offers unlimited opportunities for all types of displays. 
Backgrounds, panels and fixtures can be as quietly 


conservative or gaily modern as the need requires. Used 


singly or in combination, DI-LON effects are attrac- 
tively different. 


DI-LON offers absolutely authentic reproductions of 
marbles, wood grains, leathers, raffias and other un- 
usual patterns. It is easily and quickly applied to back- 


grounds, panels and other displays. DI-LON is sunfast, 
Write today for Samples Descrip- washable and durable. 
tion and nearest Source of Supply. 


MS ST a 
THE DI-NOC COMPANY - 1700 London Road - CLEVELAND 12. OHIO 











champagne bucket show 
eye-catching, three-dimen- 
Miller Brewing 
slogan, “The 
representative 
point-of-sale displays shown at the 
Point of Purchase 


New York City 


HI plastic 
above, an 
sional interpretation of 
“High Life” 
champagne of bottle beer” is 
of the 
annual symposium of the 
Institute in 


Company's beer 


Advertising 
last month 

Injection molded of polystyrene plastic, 
the display consists of three principal parts, 
back and a lighting which 
produces constant color changes in the let 
bucket \ heat-resistant silver 
sprayed on the inside of the 
surface, while 


a metal device 
tering on the 
finish is 
bucket to simulate a metallic 
realism is achieved in 
blue-white 
“High Life 
with 


a fine impression ot 
with its 
molded plastic 
Seer bottle is a full-size 
foil label and neck-wrap. The 


the ice 
PE highlights The 


cube top piece 





re pli a 
Pactual gold 
designed and produced by 


display was 


WILDROOT 
CREAM-ONL 


(AiR TOM 


Point-Of-Sale D 


DISPLAY WORLD 


Thomas A. Schutz Company, Inc., Chicago 
Flashers are used to highlight the heater 
mechanism in the display for water heaters, 
created and produced by Forbes Lithograph 
Company, Boston. Red, yellow, black, blue 
and pink color contrasts are utilized to tell 
the “inside” story of the product. Clear and 
simplified instructions make setting up the 
display quite easy. 
Hats, Inc., Philadelphia, advises 
its dealers throughout the United States 
that “Featherweight Champ tips the sales in 
The information is boldly 
across a four-page broadside 


Champ 


your favor” 


splashed 


—The display at the upper left is the work 
of Thomas A. Schutz Company, Inc., Chicago. 
... Upper center, by Forbes Lithograph Com- 
pany, Boston. . . . Upper right, by Einson- 
Freeman, Long Island City, N. Y. Lower left 
ond center, by Einson-Freeman. . . . Lower 
right, by Lester Rossin Associates, New York 
City— 
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CHAMP» 


evelopments 


which features newspaper advertisements 
with copy and art, as well as offers of mats 
The broadside also tells the story of power- 
ful point-of-sale support: 

“A dramatic new display unit, strikingly 
smart, tells the whole story in a flash. It is 
sturdy and compact, a steady salesman for 
you, and grand for your windows or 
counters.” 

The current display in the “Champ” hat 
point-of-sale campaign is shown above. The 
hat in the full-color lithographed cardboard 
display is a fide featherweight 
“Champ”. The eight-color display was de 
signed and produced by Einson-Freeman, 
Long Island City, N. Y 

A personable young man and a glamorous 
blonde, both with immaculately groomed 
hair, a “Wildroot” banner above them and 
a larger-than-life package reproduction 
prominent in the foreground are the prin- 

[Continued on page 128) 
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A Light ehaté wortt 6 thousand. words { 





D. G. WILLIAMS, Inc. chooses 
Sylvania Birdseye Reflector 


lighting for ultra-smart displays, this company makes 
sure to select Sylvania Birdseye Reflector Lamps. 

In store display areas, on counters, and in windows, 
these lamps place emphasis where emphasis is needed. 
Subtly or directly, they put your merchandise in its 
best light . . . play on and play up important sales 
points .. . clearly, dramatically, convincingly! 


Lamps for appealing displays 


According to D. G. Williams, Inc., the famous New 
York store-display studio, good lighting can offer more 
information and stronger sales appeal than a babble 


Sylvania Birdseye Reflector Lamps need no special 
wiring or extra fixtures. Reflectors are sealed in . . . 
never get dull... never need cleaning. Made in sizes 


PEN GAOL LEE ALLA ADDER ALA IE, 


of selling talk. 


and types for every display requirement. Mail the 
That’s why, when it comes to effective, dramatic 


coupon for full information today! 


a aca 


Spotlight Tubuler 


=3|SYLVANIA 


TUBES; TELEVISION 
PICTURE TUBES; ELEC- 


=m ( E LE RI (; me 
rao Pe 
f ) 


City 


Super Spot Concentrator 


Sylvania Electric Products Inc. 
Advertising Dept. L-1805 
1740 Broadway, New York 19, N.Y. 


Please send me illustrated folder showing complete 
line of Sylvania Birdseye Reflector Lamps. 
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Display At DePinna's 
Goes Back 25 Years 


tack to the 
no attempt at 


days of the headless form and 


dramatization has gone the 
display of DePinna’s, 
specialty shop of New York City 
acquired a short time 
finckel & Co., of Washington 
the atmosphere which other 
effective, in future DePinna 


on forms which have 


window well-known 
which was 
Julius Gar 


Instead of 


ago by 
settings stores 
have found so 


will show merchandise 
legs, nor arts, 


floor, 


neither heads and in settings 


composed simply of sidewalls, and 
hackground 
John CC. Wood, 


a statement in a trade 


curtaimed 

Credited to president ot 
the store, 1s paper to 
the effect that stores should stop “trying to 
that dis 


selling 


and 
with 


outdo” each other in display 


itself 
nothing 


play should concern mer 


chandise and else 


Qt course it is a prerogative otf manage 


ment to come up with an idea and = say 


will do” and have it car 


this 


what we 
out. But 
that the 
case of DePinna 
that the 
definitely bad from a sales point, to cite 
Apparently Mr. Wood 
that actual research has been con 
whether 


“This ts 


ried does not mean, neces 
good one; in the 
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policy of “bare” 


sarily, idea is a 


lieves display is 
only 
me objection does 
not know 
ducted on windows, of the 
DePinna, or dra 
better with the 
as explained below 


“bare 


type he has ordained for 


matic displays 


latter 


pertorm 


winning easily 


Merchandise is put into show windows to 


be seen by the public. The more people who 
look at it, the better job the 
for the According to 
lished bv the School of Retailing 
university, 


display is doing 
figures estab 


New York 


while conducting a survey of dis 


store 


play circulation for the National Association 
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Industries, the dramatic, or at- 
mosphere, type of window definitely secures 
more attention from the public. 

In conducting tests to determine the re- 
action of the public to different ways of 
presenting the same merchandise, the NYU 
researchers tried three methods of display 
The first, called “A”, was to show the fea- 
tured woman's merchandise as simply as 
possible, in a bare setting, but with acces- 
The second, “B”, showed the fea- 
tured coat raised and in use on a manne- 
quin; the same accessories were used, but 
no attempt at dramatization was made 
Third was the “C” method — identical with 
B but with a simple dramatization created 
by a curved proscenium and architectural 
fragments on either side of the platform on 
which the merchandise was displayed. 

Without going into details as to the tested 
research technique followed to insure equal 
showings of the three methods of display, 
these are the results found: 

Lookers for this test (A method versus B 
and C methods): 


of Display 


sories. 


Percent 
Type of Of Total 
Display Traffic Men 
A 17% 9% 
B 18% 8% 
c 21% 10% 
(This chart is taken from the 
“Visual Merchandising Research 
Report No. 1.) 


Women 
21% 
10% 
3% 
NADI 


Series, 


Since the 
barked on by 
the “B” 
above 


method of display just 
DePinna falls definitely under 
classification, the chart 
demonstrates clearly 


em- 


shown 
that the 
store can not expect to get as good results 
from its displays as if the atmosphere, or 
dramatized, type of display were used 
after the novelty of the drastic 
wears off, of course 

So much for the 
display 


very 


change 


argument in favor of 


dramatizing windows, As for the 


headless, armless, legless forms these are a 


from the days when mannequin 


and 


hang-over 
manufacture was in its 
many displaymen preferred figures with no 
heads rather than those with the simpering 


earlier stages 


expressions or idiotic stares so prevalent in 
But the decapitated look of the 

little better, and dis- 
were quick to abandon 


those days 
headless forms was 
generally 
them when better mannequins became avail 
able. With the wide range of mannequins 
to be had now, skillfully done and in types 
to fit the there 
seems no point in returning to the headless 
figures unless (to quote from the comments 
of a display trade paper 
mentioned above) : 


playmen 


characteristics of any store, 


director in the 
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“Snob appeal is definitely the basis for 
the whole operation. The store can't meet 
existing competition and therefore it must 
try something severe. In Washington, Gar- 
finckel’s might be the place, but here in New 
York DePinna must compete with such 
stores as Saks-Fifth Avenue, Bonwit Tel- 
sergdorf-Goodman, Henri Bendel and 
other high class specialty stores in the up- 
town area.” 


ler’s, 


Catalogue Issued 
On Timing Motors 


The Haydon Manufacturing Company, 
Inc., Torrington, Conn., offers an informa- 
tional catalogue of special interest to users 
of electric timing motors. The eight-page 
file-size booklet gives a comprehensive list- 
ing of the electrical timing motors pro- 
duced by the manufacturer, A full line of 
standard motors is shown, complete with 
photographs, dimensional drawings, circuit 
diagrams and data on standard specifications 
and ratings of each unit. Among the timing 
motors listed is a new series designed for 
very slow output speeds in a minimum oi 
Charts giving complete shaft and 
speed data are located for ready reference 

Free copies of the catalogue may be ob- 
tained by writing E. B. Hamlin, advertising 
manager, Haydon Manufacturing Company, 
Inc., Torrington, Connecticut. Ask for 
Catalogue No. 322 


space. 


Baltimore Guild 
Plans Meeting 


The May meeting of the Baltimore Dis- 
play Guild will be held at the Hotel Staf- 
ford the evening of the 16th. In addition to 
local members, approximately 20 displaymen 
trom Washington are expected to be pre- 
sent. Speakers will be W. Arthur Gray, 
display director of Lansburgh & Brother, 
Washington, who is chairman of the Visual 
Merchandise Group of the National Retail 
Dry \ssociation, and R. C. Kash, 
editor, DISPLAY WORLD 


Goods 


Personality Plastics 
Buys Hanger Service 


Nat and 
Plastics, Ine 


Charlie Charak of Personality 
. manufacturer of plastic hang- 
ers and closet accessories, announce the ac 
quisition of Hanger Service Company, Inc 
They will continue the manufacture and dis 
tribution of all types of wood hangers and 
wooden closet accessories at their plant at 
411 Walnut street, Yonkers, N. Y, The firm 
will market its line of wooden hangers 


under the trade name of “Character”. 


Brochures Offered 
By Rapid Copy 

Rapid Service, Inc. 123 North 
Wacker Drive, Chicago 6, has prepared two 
interesting brochures dealing with the use 
of photo-blowups. One, called the “Photo- 
log’, shows clear reproductions of 90 views 
the most beautiful localities in 
this country; any of these may be selected 
at no charge as the subject for photomurals 
made by Rapid Copy. The other brochure 
shows numerous uses of giant photo-prints 


Copy 


ot some ot 


Copies will be 


sent on request 
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TAKE-UP JAW — An exclusive Z * 

Hansen feature — permits split- ™ THE TACKER 
second assembly and disassembly WITH THE 
for on-the-job servicing. "AKE-UP JAW 


tele etare DESIGN in Hansen Tackers made possible only features that 
would add to this perfection. Advanced Hansen features of design — 
saving time, materials, money — include: 


. CHANNEL CLEANER for quickly clearing channel. 


Removes 
dust, dirt, lint, etc. Standard equipment. 


. CATCH on stationary handle. Hooks into and holds back 
spring for fast reloading without damage to spring. 


. HOLD-DOWN SPRING for making Tacker pocket-size by hold- 
ing operating handle flat against stationary handle. 


Standard with most displaymen, Hansen is the preferred and most extensively used one- 
hand Tacker—in the display, sign and industrial fields. NEW BOOKLET SENT ON REQUEST. 


A. L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVE., CHICAGO 40, ILL. 


TACKER WITH THE BALANCED DES/GN 
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EATON GRASS MATS 


They're so “VELVETY™* smooth—so natural look- 
ing—the ideal background for all your displays. 


KEEP ON THE GRASS—It doesn’t matter what 
you display—clothing or cars, fruit or furniture— 


Place them on EATON GRASS MATS if you want to 


attract attention. 


SEE YOUR DISPLAY JOBBER 


"Trade mark Reg. U. S. Pat. Off. 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 











Rubner Has Leading Part 
In UJA Campaign 

Gustave Rubner, of 
New York City, has accepted the 
ship of the United Jewish Appeal Signs and 


Gustave Rubner, Inc., 


chairman 


Displays Employes Division, it is announced 


by Samuel Bloomingdale, over-all chairman 


of the Employes Division 


Rubner who expressed his confidence 
that his 
before, its energies 


behind the UJA 


veat 


mobilize, as 
and 
this 


‘would never 


loyalty 


division 
generosity 


campaign in critical 


outlined a plan to employers in the 


trade whereby contributions could be in 


creased greatly without imposing too great 


a burden upon the workers 
In his letter, sent to all key 
industry noted that “most employes 


make a 


taking 


leaders in the 
Rubner 
are ready and willing t sacrifice 
money out 


little 


whereas 


envelopes may be a 


with thei time 
more 
that 
work 


and 


of their pay 
difficult It 1s 


given in 


theretore suggested 
ypportunity to 


Saturday 


employes be 
overtime for one full day 
that 
a personal donation from the employe 
United J Appeal. The « | 
in turn this 
United Appeal in behalt 


ployes.” 


ment be set aside as 
to the 


will 


this overtime pay) 


wish i 
send money directly 


Jewish 


that the UJA 


men ot 


Bearing witness to 


campaign has wor 


diverse creeds, the honorary chairmanships 
of both the 
Division 
the Jewish faith. In. the 
L. J. Charrot 


sociation ot 


Sign Division and the Display 


have been accepted by men not of 
Division 


National As 


Industries, and long a 


Display 
president of the 


Display 


friend and active 
philanthropic 


chairman 


warm participant in the 
efforts, has been 
named The post 


has been accepted for the Sign Division by 


industry's 
honorary same 
a trade 
Leigh, of 

he joint 
and the Sign 
day, May 16 at 
Yorker 


Joseph Maharam, of the Maharam Fabrics 


figure of similar caliber—Douglas 
Douglas Leigh, Inc 

dinner of the Display 
Division will be held on Tues- 
6:15 at the Hotel New 


Division 


has again accepted the chair- 


Display Division for the 


Corporation 
manship of the 
1950 campaign 

The 1950 
has been split up into various: sections, 
heading 


Division 
with 


drive of the Display 


a chairman or chairmen each 


group's efforts. Chairing these divisions are 
leaders in the industry 

Max Maharam, Maharam 
background Arthur 
Sidney 


screen 


the following 
Display tabrics 
Fabric 
Cohen, 
Shenker 


Leonard 


( orporation Ps 
and 


silk 


Displays 
Displays; 


Decorative 
Shenker 
Gorelick, Displays, Inc 
and Joseph Grossman, of Masta 
George Messer, Display Equip 


Supreme 
Displays; 
mannequins 
ment Corporation 
Union Ink 
Ivel 
Irving Select 
Flower & Display Co., Inc., Sylvan 
Decorative Plant Corporation 
Martin Fleischman, Fleischman 
display directors: Julian E 
Hirschfield, A. S. Beck Shoe Corporation 
and Sol Katz Bond's ; 
Herman Goldsmith, M. Goldsmith Company, 


Ine Mauri Harry Konikoff 


Supplies Benjamin Labov, 
Levi, 
Saks, 


and 


Company exposition Leslic 


Corporation; flowers 


counter 
Mig. Company 
fixtures 


display 


and Equip 


and Hyman 
Display Forms, Inc.; 
hangers: Leo Levin, Hardwood Hangers; 
jewelry display: Harry Nadler, the Morel 
Manufacturing Company, Inc 

Heading the efforts of the unions, which 
with the drive, are 
Window Trimmers 


144; Joseph 


Company of America, 


Best 


ment 
Finkelstein, 


are cooperating closely 
Jen L. Berman, of the 
& Displaymen’s Union 
Abels, of the Sign, Pictorial and Display 
Union, Local 230, and Herman Silverman, 
of the Display Fixture Workers Union, 


Local 21625 


Local 


Remodeling Program 
ls Completed 

The remodeling and enlarging of the fac- 
showroom of the American Model 
Form Company, Inc., 38 Greene street, New 
York City, has been completed. The show- 
a complete line of men’s, 


tory 


will feature 
women’s and children’s mannequins, as well 


room 


as a wide range of display fixtures 
Vanity Form affiliate of 
American Model, remodeled its 


Company, an 
has also 


showroom 


American Crayon 
Appoints Newman 

American Crayon Company, of Sandusky, 
Ohio, and New York City, announces the 
appointment of Frank J. Newman as adver- 
tising director. Newman has had an exten- 
tive background in commercial art, display, 
advertising, and educational selling. He was 
formerly in the educational de- 
velopment and visual teaching aids depart- 


charge of 


ment 
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Nunan Succeeds Cook 


| As SDA President 


Members of the Southern Display Associa- 
tion, meeting in Fort Worth during April for 
their annual Conference and Exhibit, 
elected Eddie Nunan president of the as- 
sociation for the coming year; he is display 
manager for James K. Wilson Company, 
Dallas. Retiring president is James Cook, 
The Fair, Fort Worth, who becomes chair- 
man of the board. 

Also elected were: First vice-president, 
A. W. Rabbitt, Brown-Dunkin Company, 
Tulsa; second vice-president, R. E. Moriar- 
ity, W. C. Stripling Company, Fort Worth; 
secretary-treasurer, Jack NHybarger, Fort 
Worth. 

Reports on attendance at the affair varied 
greatly, as did comments on the amount of 
business done by the 60 exhibitors. Several 
of the latter stated that they were content 
with the results of the show, while others 
were dissatisfied. Attendance reports ranged 
from 200 display buyers, the figure heard 
most often, to 400. 

In the display contest, a 24-inch statue as 
the sweepstakes trophy went to R. E. Mor- 
iarity, in addition to $100 in cash donated 
by Mutual Display Company, Cleveland. 
Plaques were won by J. A. Hybarger, form- 
erly with Leonard's, Fort Worth; Moriarity, 
L. V. Hernandez, Popular Dry Goods Com- 
pany, El Paso; C. F. Ferrell, Lowenstein’s, 
Memphis; Ray Gibson, Municipal Power 
& Light. Oklahoma City; J. F. Irvin, Rosen- 
berg Brothers, Albany, Ga.; N. N. Scott, 
Belk’s, Columbia, S. C.; H. P. Wheeler, 
Electric Power Board, Chattanooga, and E. 
J. Jordan, Goldstein's, Murfreesboro, Tenn 

Scrolls for second prizes were awarded 
to Moriarity; Don Whitman, Ben Simon 
Company, Lincoln, Neb.; J. S. Velva, J. C. 
Penney Company, Corpus Christi, Texas; 
Leonard Pons, D. H. Holmes Company, New 
Orleans; E. J. Jordan; Emile Alline, Mai- 
son Blanche, New Orleans, and H. P 
Wheeler 

Third place scrolls were given H. H 
Hawkins, J. R. Milner Company, Lynchburg, 


| Va.: Solly Sollenberger, Neiman-Marcus 





No longer a display man's dream, 
the idea of hanging merchandise at any height in any position 
is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hanging 
objects can be moved instantly back, forward, left, right, up or 
down to suit the design of the window. All the dramatic tricks 
of the stage are at your immediate command with the Seel- 
ingrill. The Seelingrill permits you to trim heavy yet look light 
and airy . . . and all of this NOT IN 10 HOURS PER WINDOW 
BUT IN 1 HOUR! (Proven by actual time study tests.) 


SPECIFICATIONS: Seelingrill is a spot welded grill of V4” 
square steel, laid out in 6” squares. 3 x 6 23.75 


38.00 
t} 4 oe Ceiling Toggles — .35 each 
+++ I (6 required for 3’ x 6’) 


' ane! 
ESS... Pea 
‘corporation 
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Division of Visual Merchandising, 


460 W. 34th St., New York 1, N.Y. 
BRyant 9-5750 


Company, Dallas; Bob Graves, Goldstein 


| Migel’s, Waco, Texas; Leonard Pons; Jack 


Hybarger; J. F. Irvin, and H. P. Wheeler. 

\ sweepstakes cup in the card-writing 
contest went to Harold Kissinger, The Fait 
Fort Worth, with Tommy Burns, W. ( 
Stripling Company, taking second prize 

Other cash prizes donated by Mutual Dis 
play Company were won by H. P. Wheeler 
who was awarded $50; J. F. Irvin, $30, and 
E. J. Jordan, $20 


Chicago Display Club 
To Issue Yearbook 

The Chicago Display Club has made 
known plans to issue a directory containing 
the names, addresses, telephone numbers and 
business affiliations of its members. At the 
same time it will announce the formation of 
a confidential counselor service available to 
all members in the way of placements; the 
service will be offered without fee 

Details may be had from Marjorie Smith, 
president of the club, Edgar Stephens Com 
pany, Evanston, or Howard Larson, secre 
tary, at Wieboldt’s, Inc 
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3” 75-150 watt Streamline Fresnelite. Jr. $13.20 
his smallest sized accent unit in the Century 

line is of contemporary design ... compact 

sortable. Employed as an accent 

light where rigid space limitations demand 

high powered concentrated illumination, 

t is recommended for free standing displays 

poster cards; small windows; jewelry; objects 

i art at distances up to 10 feet. It has a variable 

beam spread from |5 spot focus to 45 flood focus 

10” 250-750 watt Beamlight $48.00 

This highly efficient searchlight employs a 

parabolic reflector 

specular finish. The very intense th 

field of light is almost three to four 

bright as an ordinary spotlight. The beam 
soft edged and narrow. 

Because the beam projector is compact and 

emits a powerful beam, it is best suited for 

daytime accent lighting in windows. It lights 

the displays brilliantly and minimizes the day 

light feflections in the glass 


W is ufilized to simuiate s 


SIE SIN oS ees 


3” 75-150 watt Str 10” 250-watt Beamlight 
CAT. No. 1211 CAT. No. 1515 


= 
= 
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the name in lights 


Century Lighting, Inc. 
419 W. SSth Street, New York 19, N. Y 
626 N. Robertson Bivd., Los Angeles 46, Calif. 








Advantages Claimed 
For New Hose Forms 

New molded plastic hosiery display forms 
created by a new technical process in the 
manufacture of women’s and men’s hosiery 
forms, have been announced by Stanley 
Nettler, president of Frankel Plastic Corp 


: os 
oration, 493 Seventh avenue, New York City STYLED FOR AROUND THE CLOCK ro 
Pec oat xe 





Frankel claims that this new process pro _ 
duces a finer texture, a more realistic skin 


tone finish, and a far higher degree of break- A NEW MANIKIN SERIES 


resistance than has been possible heretofore 


Made of virgin materials, the color in these mn 
forms is molded in, and is said to be prac ( “4 
tically fadeproof @ VOM Vinture (fy 


In design, a revolutionary idea is seen in 
Frankel’s men’s “2-in-1" sock forms. The 
basic display form is made in anklet length 


\ patented “collar” attachment fits snugly 
into the anklet form and transforms it into 
a full length men’s hose form. This form 


can be used interchangeably for men’s 


anklets and regular length hosiery displays FIRST SHOWING 
’ 


mus Wind ice EAST END GRAND BALLROOM 
ts The Joab tet HOTEL NEW YORKER - JUNE 25th-29th 


March was a red-letter month ior Wilbur 
Wood, display manager for Textile Finance 
Corporation, Richmond; the firm controls a 8 
group of stores in Virginia. Wood won a 4 ! 


esas seseH CNC pH 








loving cup for the best window at the 
Blackstone, Va., Mardi Gras, second prize 
in South Boston, Va., and first in Farm 
ville, Va., for spring opening windows, The 
climax was a baby girl born on March 28, 
weighing 9 pounds 11 ounces 














JOIN THE 


CURRO 


COLOR PARADE 


"TenSHUN! Yes, it’s yours to com- 
mand with Corrodek. And attention 
you'll get, because Corrodek now offers 
the most brilliant colors ever made. . . 
extra bright because they're surface- 
coated with new-type pigments that 
give longer fade-proof life. Stronger 
fibers give a new super rigidity. Higher 
flutes increase tonal effects. Its uniform 
corrugations show no unsightly finger 
markings. 

Eyes RIGHT! Here's a background 
material that truly is unsurpassed for 

brilliance, versatility, economy, or 
ease of installation. 


FREE OFFER. 
Write today for 
your free Color 
Guide and Sample 
Swatches. 


PAPER PRODUCTS CORPORATION 
Newton Upper Falls 64, Massachusetts 
LOS ANGELES + NEW YORK + CHICAGO 


| §32-33 


| 548-49 


| 551 General 


| 603 thru 12 
| 614-15 


627-28 
| 629 Plastic 
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JUNE MARKET EVENT 
IS TO BE BIG 
(Continued from page 43] 
Decorative Plant Corporation 
H. H. Gould, Inc. 
jrunn & Bertheim 
Sulkley, Dunton & Co., 
Favrex Designs 
Decorative Novelty Company 
Swivelier Company, Inc. 
529 Leo Prager, Inc. 
530 Dingleman Products Company 
531 A. Lutz 
Doerr and Associates 
534 Gordon Keith Originals 


Inc. 


| 535 Ankerum Mfg. Company 


536-37 
538-39 
540-41 
542-43 


Mileo Mannequins 

Magnani Mannequins 
Arkow-Lewis Associates 
Dave Starkman 

Messmore & Damon, Inc. 
550 Claude D. Adams Company 
Display Corporation 


| Sixth Floor 


Columbia Display Materials 
Company 

Garrison-Wagner Company 

Creative Displays 

616 L. A. Darling Company 

617 Nesbitt Industries, Inc. 

618 New Style Studio 

619 Vaughan Mannequins 

622-23 Austin Display 

624 Fren-Zee Store Equip. & Fixt 

Co., Inc. 

625 S. Liebmann Studio 

626 Arrow Decorating Company 

David and Michael Sloan, Inc 

Fabricators 

630 Display Mannequin 

631 Lustra-Cite Industries, Inc. 

632-33 Scheuer Creations, Inc. 

636-37 Ben Walters, Inc. 

638 Gustave Rubner, Inc. 


601-02 


| 639 Fox Display Company 


640-41-42-43 Timely Service, Inc. 
646 General Display Studios 


| 649 Assignment pending 
| 650 Bonafide Display & Decorative 


Company 
651 R-Tex Company 
652-53 Zaria Displays 
Seventh Floor 
701-02 Fitzgerald Display Company 
704 Allcock Mig. Company 
705 Associated Displays 
711-12 Reyburn Mig. Company 
714-15 Frankel Associates, Inc. 
716 Staples-Smith, Inc. 
Shoe Form Company 
20 Everetts-Soper Company 
Standard Cellulose & Novelty 
Company 
The Morgan Company 
Botanical Decorative 
Company 
Glo-Brite Products Company 
Maharam Fabric Corporation 
New England Decorators 
Supply Company 
The Greneker Corporation 
Fawnfield Decorations 
Bois Smith Studio 
Reynolds Printasign 
Corporation 


Supply 


ne we 


= 


ww 


SININONI 


Grimes Display Service, Inc 


736-37 


MAY, 1950 


738-39 Arts and Flowers Displays, Inc. 
740 Crystalline Plastics Company 
741 Sherman Paper Products 
Corporation 
Walco Bead Company 
743 Park Lane Fabrics Company, 
Inc. 
In addition to the firms listed above, the 
following have pending applications for 
membership in the association and will be 
assigned space when the applications have 
been approved by the board of directors: 
Formo Displays Company, Burbank, Calif. 
Metal Goods Corporation, St. Louis 
Micharno Displays, Inc.. New Hyde Park, 
Re 
Polywog, Inc., New York City 
Santa Novelties, Inc., Savage, Md 
William L. Baer Company, New York City 
Two new members have been admitted to 
the association during the past month. They 
are the Reynolds Printasign Corporation, 
Chicago, and Associated Displays, Brooklyn ; 
both will participate in the Market Week. 


Sapphire Hosiery Sponsors 
Display Contest 

Sapphire Hosiery Corporation, creators of 
“Old Gold” stockings, and P. Lorillard 
Company, maker of “Old Gold” cigarettes, 
are sponsoring a national display contest 
with the following cash prizes for the win- 
ners: First, $100; second, $50; third, $25, 
and ten prizes of $10 each. 

Windows must display “Old Gold” stock- 
ings; Sapphire stocking boxes, preferably 
the special box with “Old Gold” cigarette 
wrappers around the stockings, “Old Gold” 
giant wraps, or a reproduction of “Old 
Gold” advertisement, or “Old Gold” cig- 
arette cartons. Displays must be installed 
by June 1 and entries must reach the ad- 
vertising department of Sapphire Hosiery 
Corporation, 358 Fifth avenue, New York 
City 1, not later than June 10 

Judges will be Irving Eldredge, assistant 
manager, Visual Merchandising Group, Na- 
tional Retail Dry Goods Association; Lester 
Gaba, display consultant; William Pahl- 
mann, interior and industrial designer, and 
R. C. Kash, editor, DISPLAY WORLD. 


“Elements Of Lettering” 
Is Interesting Book 

“The Elements of Lettering”, the second 
edition of John Howard Benson and Arthur 
Graham Carey’s book, has been released by 
McGraw-Hill Book Company, 330 West 42nd 
street, New York City 18, at $3.75. This 
book is different from the usual one dealing 
with lettering, for it is primarily concerned 
with the essential nature of good lettering 
rather than just the appearance of the letters 
themselves. It assists in establishing an ap- 
preciation for the basic art of lettering, and 
the authors trace the gradual evolution of 
lettering from the ancient through the 
medieval to the modern 

Jenson is a noted sculptor, author and 
lecturer, and is the managing partner of the 
John Stevens Shop, famous old stone-cutting 
shop noted for the excellence of its carved 
and painted lettering. Carey also is a partner 
in the same company, and is a lecturer on 
the philosophy of art and is the author of a 
number of books. 
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Tom Lee, Limited 


Announces Expansion 
Tom Lee, Limited, of 10 West 55th street, | 
New York City, has made known that Hank ses 


Sheehan, formerly of W. L. Stensgaard & | 
Associates, has joined the firm as an ac- | 
count executive. Lee also announces an ex- | 
pansion in this office. Lee formed his own | 
organization in 1947 and at present is re- 
tained by such firms as Owens Corning 
Fiberglass, Goodall-Sanford Company, Berg- 
dorf Goodman, Delman and many others. | 

Due to increased competition and the cur- F OLUTIONARY 
rent cuts in promotion staffs by national TH THE REV 
manufacturers, Lee believes that there is an WI! 
increasing need for expert counsel. This 
will aid manufacturers and retailers in 
maintaining business volume and full sales 
impact at the point-of-sale. 

New "Cutawl Helps” ADAPT-A- UNIT 
Edition Released 

International Register Company, Chicago, 
manufacturer of the K10 “Cutaw!,” has an- 
nounced that the 1950 edition of “Cutawl 
Helps” is now available to displaymen. The 
new booklet, issue No. 35 of “Cutawl Helps,” 
contains eight pages of helpful ideas for 
making more attractive, profitable displays 
through use of the “Cutawl.” Illustrated 
throughout, the current edition will prove 
to be of special interest to all displaymen. | 

Included are ten special event display | 
ideas; a full page of Marshall Field & Co. | 
displays; a feature article on sculptured | 
cutting with the “Cutawl;” and a sample | 
meter plan window display. 

According to H. H. Rosenheim, assistant | 
sales manager, a copy of “Cutawl Helps” 
can be obtained free of charge by writing | 
to International Register Company, 2622 
West Washington boulevard, Chicago 12 § DIFFERENT, EXCITING DISPLAY LiGHTs 

—_—— FORM HUNDREDS © 




















Lightstone Opens 
Consultant Office 


Sidney Lightstone, who resigned from ' 
Grey Advertising Agency on January |, | 
after ten years an an account executive, will | 
open his own office as sales promotion and 
advertising consultant to work with manu- 
facturers whose distribution is through de- 
partment stores, chains, and_ specialty 
stores. He will also act as consultant on 
display to chain store groups. Prior to his 
association with Grey, Lightstone held ex- 
ecutive advertising and sales promotion 
posts with The J. L. Hudson Company, De- 
troit, Gimbels, Philadelphia, and the Mil- 
waukee Boston Store. He has opened tem- 
porary offices at 415 Lexington avenue, New 
York City. 
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Why shackle your imagination with fixed blistering finish. Note also how easily 


lighting arrangements? Here are display you can remove the hoods! 
MARK ‘aa | lighting fixtures with a new “adapt-a- = write for this bulletin and details to 
unit” principle of construction for extra Amplex Corporation, Dept. 45. 119 Water 


utility. They enable you to suit your Street. Brook! L NY. 
JUNE 25-29 1950 lights to your displays. No need to buy a 


FALL & CHRISTMAS LIN ES new fixtures. Simply rearrange and re- 


combine the basic units you get in the 


new Amplex Swivelites — and there you ad m pl e xX 


HOTEL NEW YORKER have an exciting variety of fixtures at no 


NEW YORK ane oer Manufacturers of Display Lighting 


, ‘ : Reflector Lamps ¢ Colorbeam Dis- 
What's more, you get the Swivelite play Lamps - lights and Flood. 
easier-action, double-ball swivel...cool- _lights + Fluorescent Tubes * Color 


. 6 Clips and Filters. 
er operation...and non-tarnishing, non- 6s 
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Cincinnati Decorated 
For May Festival 

The May Music Festival in Cincinnati, 
which originated in 1873, has become an 
event of international importance. To add 
to the festive appearance of the city for the 
Festival just past, the Retail Merchants As- 
sociation included lamp standard decora- 


MUL Ka 





"X" MARKS THE DATE 
| tions in its plans anil leading stores in 


| stalled special displays tying in with the 

It’s nearer than you think to the New York Market Week. Plan | event. 
me Pee or 4 > . Displays used on the streets were as pic 
to visit us during the week of June 25th to 29th. You will find | tured above. They were of \4-inch tempered 
“Masonite” and wood construction and were 
36 inches high. Placed on this area was a 


our conveniently located showroom brim full of Christmas ideas. 


We are looking forward to seeing all our old friends and | !2-inch square lyre cutout, mounted 1y, 


| inches from the background surface. Ar 

new ones. ranged at the top of each display were four 
yellow flags, 12 inches high and 24 inches 

long, placed in a half circle. Materials used 


were weather- and flame-proot 
The larger part of the display was a light 
yellow, and the designs were in gold with 


black detail. The lower portion of the unit 


CORPORATION was of medium green with “Music Hall” 


and the dates in yellow 


136 WEST 24th STREET e NEW YORK 11, N, Y, | Stores used for their window center pieces 
WAtkins 4-4405 a display unit designed and made the same 





| as the street displays, so far as size and 
| colors were concerned. Window cards fol 
lowing the same theme were used also, 

All standards in the downtown area car- 
ried the decorations, except those where 
| they would interfere with traffic or direc 
tional signs. The displays were made by 
WEB Displays, Cincinnati 


Manhatten OPPORTUNITY | Display Wagon Cart 


Is Introduced 
“ones letter co. EXCHANGE bent ety orporation, 4150 East Thomp 











‘ecoaroeataes . . 
son street, Philadelphia, has introduced a 


lisplay wagon cart which, when opened, can 
WOOD LETTERS Ser eny. WANT AD gutgeee: display) gon ca ‘ en ope ‘ 


OF ANY TYPE - MATERIAL - SIZE POSITION WANTED POSITION VACANT carry two refrigerators or a living room 


set; when closed it is small enough to pass 
B A Cc K G R re) U N D S USED DISPLAY EQUIPMENT FOR SALE along a store aisle 

REPRESENTATIVES WANTED According to H. A. Berger, vice-president 

‘ of the company, the unit is made of ply 

151 W. 18TH STREET (Bet. 6th & 7th Aves.) Meee Ras a A eT Oe wood pgm iron, ‘uaa 5-inch rubber 

J er Column Inc casters le front and rear sections are 

NEW YORK 11. N.Y hinged and open to carry rugs, linoleum, and 

the like. The finish is “Dulux” paint. Full 


« « When Writing Advertisers Please Mention DISPLAY WORLD » » | details will be furnished on request to the 


firm 





and displays 
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“Fruit Of The Loom" Contest 

Offers Cruise Awards 
The Union Underwear 

Empire State building, New York City 1, is 


Company, Inc., | 


currently conducting a retail store promotion 


contest for the 
Loom” 


benefit . of 
men's and 
“Smooth Cruise Colors”. 
March 1 and ends on Father's Day, June 13 
Every form of promotion will be included 
the entries being judged on the 
originality and effectiveness 

Six free cruises, ranging from a 13-day 
cruise for two for first place to a 13-day 
cruise for one as the sixth prize, will be 
awarded. “Judges will be experts in the 
various facets of retail promotion,” states 
Harvey Goldreyer, advertising and publicity 
director for Union Underwear Company, 
and will include Bert Bacharach, men’s 
wear editor of Collier's magazine; Carl 
Sloss, publisher of Apparel Arts: the editor 
of Printers’ Ink, and R. C. Kash, editor, 
DISPLAY WORLD 


boy s" 


basis of 


Tomanek Appointed 
By Artistic Display 

As part of an expansion program, Artistic 
Display Company, Dallas, has named Gerald 
Tomanek to the position of sales manager 
according to B. L. Harper, president of the 
firm. 


Reyburn Has New Line 
Of Crepe Papers 

Called “Color Harmonized”, a new line of 
crepe papers has been introduced by The 
Reyburn Manufacturing Company, Inc., 
Philadelphia 32. According to a spokesman 
for the firm, the line was produced to meet 
a need for accurately harmonized colors in 
crepe papers, as well as an easy method for 
selecting correct color harmonies 

The new group of papers was developed 
with the collaboration of Egbert Jacobson, 
noted color authority of The Container 
Corporation of America. Reyburn is making 
available a pocket-size work chart contain 
ing movable color scales for comparing and 
selecting accurate, eye-appealing color har 
free on request 


monies. Copies are 


—This is the official poster for the annual 
"Buddy Poppy” sale, sponsored by the Vet- 
erans of Foreign Wars— 


“Fruit of the | 
underwear in | 
The contest began 


O1SPLAY WORLD 


RETAILERS SHOW 


Sensation® 
RAYBOX™ 


DESIGNED TO RETAILERS’ 
REQUIREMENTS 


PREFERRED BY RETAILERS 


*960 Tray Box. 15” x 11" x 8” 


CONVERTS TO 


TRAYS 
DISPLAY | = | 


SHOWN *90 Large Tray "60 Small Tray 
BELOW ’ 15” x 11” x 4%” 15° x 11” x 3%" 


»———-——> 


Ch ach th ese fea tu res: 


[] SCOOP FRONT 


Puts every item at fingertips 


GREATER VISIBILITY 


Window effect shows off merchandise 


DUST-PROOF 


Precision fit for maximum protection 


IMPROVED RUNNERS 


Scratchproof. Provide perfect align- 
ment 


SAFETY HANDLE 


Placed low to support full weight 


BUILT-IN SIZE TICKET 
SIZE 


Perfect for all standard fixtures. 
Holds more merchandise 


COMPETITIVELY PRICED 


More efficiency, more uses, more for 
your money 








DEALER INQUIRIES INVITED 








*Pat. Pend 


Write for name of your 
nearest distributor 


116 ESSEX STREET 


VISUAL SALES CO. wrecsiccn 











COLOR, LIGHT AND PROPS 
IN NEW YORK DISPLAYS 


[Continued from page 41) 


dog leash in matching color — the dog ap- 
pearing in the adjoining shadow-box to the 
right. Additional styles were shown on the 
raised platform in the foreground, together 
with dress and suit fabrics, 
dressmaker pins and a spray of pink lilac. 
.. So many beautiful shoes per foot at 
Saks-Fifth Avenue” aptly described this 
presentation 
A picturesque and romantic setting was 
created by Display Director Charles Len- 
hart in the Arnold Constable windows when 
“Exciting new peak of Fashion in im- 
ported organdy” made the copy. 
Redolent with the an era of graceful 
leisure, the scene was framed with simulated 
grill work which was interlaced with 
flowering wisteria vines. The backwall and 
floor of the windows were in a blue-green; 
the white tea cart which fitted so approp- 
riately into the picture made an interesting 
accessory unit. The red velvet sash on the 
| white organdy worn by one girl was 
matched with red shoes and calot her 
companion wearing an all-white costume. 
A bank of windows brilliant with color 
and thoughtful detail distinguished the 
Easter story presented by Window Manager 
Edward von Castleberg at Bloomingdale’s 
A construction of simulated tront, 
painted in all white, showed a spacious bay 
window and two niches and in several 
windows a colorful doorway. A window box 
at the bay window was planted with arti 
ficial tulips in coral pink repeating in 
color that of the featured accessories A 
different color for each window 
in the series 
In the bay 
shown on the 
ribbon 


swatches of 


Swiss 
air ot 


shop 


was used 


and white hats 
millinery heads, 
also velvet with lily of the 
and scarfs in the coral pink this 
color appearing again in the hats and velvet 
ribbons in the two niches and in the flowers 
on the hat worn by the mannequin. 

The copy, “It's the little touch of color 
that counts this Spring’, was also exempli 
fied in the leash for the sheep dog which 
was made even more festive by 
white lilac and white kid gloves pinned to 
White pebbles were scattered on 
floor of the 
simplicity 


window black 
were white 
bows 

valley 


a spray of 


his collar 
the white 
Engaging reflected the 
mood of the dainty dresses was indicated in 
the backgrounds of the Teller win 
“Young Charmers by Bonwit's 
Emily Wilkens” 
rows of large scallops, 
created the col 
The se 


window 
which 


sonwit 
dows when 
own Young Designer made 
the message. Nine 
cut out of pink crepe paper, 
oring of the sky's afterglow rows of 
arranged to slightly overlap 
backwall. The 
posed singly or in conversation 
further dramatized by the 
walls 


scallops were 


and completely covered the 
mannequins, 
groups, were 
lighting. Side 
blue and the 
white 


were painted a soft 
floor was laid in black and 
squares 

Shrider Completes 

35 Years With Store 

C, M. Shrider, 
Starr's, Zanesville, 
brated the 
with the 


display 
Ohio, on 


manager tor 
May 1 cele- 
service 


completion of 35 years 


store 


Your New York BUYING GUIDE 


Acrylite Products, Inc. 
1545 Inwood Ave. TR 8-7403 


FINEST IN DISPLAY FIXTURES 
Plastic — Wood — Metal 


Grimes Display Service, ay" 

142 West 26th St. R 9-4924 
DISPLAY NOVELTIES, MATERIALS, 
ACCESSORIES 
(Formerly Eve Brueser Studios) 





Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 


Victor Haida Displays, “ 
149 West 24th St. H 3-3540 
DESIGNERS & silahinnmeating 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 





Arts & Flowers Displays, Inc. 
43 West Séth St. Cl 7-6848 


ARTIFICIAL FLOWERS and FOLIAGE 


Display Novelties and Accessories 


David Hamberger, Inc. 
115 West 3ist St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 
Display Units, Frames, Screens, Novelties, Fixtures 





Bois Smith Studios 
228 West 39th St. LO 4-6454 
WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Magnani Mannequins 
236 West 40th St. 


MANNEQUINS 
Ladies’, Misses’ and Children's Models 


PE 6-3593 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 
Original Creations for Better Displays 


Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





L. J. Charrot Co. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 
Papier Mache, Industrial Exhibits and Dioramas 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7:0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — “It's a Natural” 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Bert Greenbaum Werner Leburg 


Result Displays, Inc. 
503 West 33d St. LO 3-5900 


PLASTIC TRAYS AND HANGERS 
A quality product priced right 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





The Display Equipment Corp. 


147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


U. S. Mannequin Mfg. Co. 
10-15 46th Ave., Long Island City IR 6-3378 


ARISTON MANNEQUINS 
A Complete Line of Mannequins 








Frankel Associates, Inc. 
218 West 47th St. Cl 7-0060 
DISPLAY FABRICS & ACCESSORIES 


127 N. Dearborn St., Chicago; 
424 Book Bidg., Detroit; 819 Santee St., Los Angeles 





D. G. Williams, Inc. 
498 Seventh Ave. 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 


LA 4-4069 


It's Always MARKET WEEK in New York 





BE SURE TO VISIT 


THESE FIRMS WHEN 


YOU ATTEND DISPLAY 
MARKET WEEK iN 
NEW YORK ome Fal f 


JUNE 25-29 1950 
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You Should Use The 


Motion-Maker | Producing Extra Sales 
WINDOW DISPLAY’ - COUNTER And Profits By Display 


DISPLAYS * DEMONSTRATORS 
USED BY NATIONAL ADVERTISERS By ALBERT BLISS 


Bliss Display Corporation, New York City 


ManyOitterent HE Controllers Congress survey, based hibited investment in the one action that can 
“anes Rad on the first nine months of 1949, re- maintain and increase sales and at the same 
Hollow Drive ported among other facts that sales in time produce immediate, enduring and 
Shoft makes | department and specialty stores with a vol- profitable results . . . namely, point-of-sale 
attachment of ume of over one million dollars were off 7 display, or visual merchandising. 

parts easy. For per cent, but that net profits were off an National Retail Dry Goods Association 
use on 115 A. average of 56 per cent Sales Promotion Division figures show that 
C.—60 cycle. Clearly some action that is not now effec advertising costs increased approximately 
Con be mount- tive, or that is not now being taken, is 10 per cent in 1949, but that display costs 
ed for CLOCK- called for if profits are to be maintained or were the only publicity expenses that were 
WISEorCOUN. are not to disappear altogether reduced. 

TER CLOCK. Throughout 1949 stores acted to cut ex- It is this reduction of costs in the latter 
WISE Metion. penses, hoping by this action to show profits. place that I wish to talk about. The 
Sturdily built But right across the board it is now ap- efficiency of publicity depends upon how 


for continuous , . Sea P 
: parent that this expense-thinking has in generally and specifically it is available to 
operation. 


(pot, applied for) 


ae NO, 2 TRADE PERSONALITIES No. 85 TEE ed by Tu p per 








We Also Manufacture The Mechanical Bonn w Los AncELEs m 1916, anp 
Parts For Operating Motion Displays HAMED FRANCIS BEANARD AFTER THE CITIES 
WRITE FOR INFORMATION OF SAM FRANCISCO AND SAN BERNARDINO. 

Manufactured By GRADUATED FROM FORDHAM UNIVERSITY 
THE AMERICAN DISPLAY COMPANY WITM A GACHEBOR OF SCIENCE DEGREE in 1938. 

DAYTON 2, OHIO WHILE GOING THROUON Hi SCHOOL & COLLEGE 
SPENT SPARE HOURS AND VACATIONS — 
THE BUSINESS. 


KRYSTALITE DISPLAYS aap nent oes 


on TO MAJOR (A CORPORAL 
Prepare Now For COOL Summer Promotions with TWICE). DURING THAT TIME 
Seal AaeeT ALTE fer Sommer Pert He COVERED A QUARTER OF A 
Beach Apparel, Vacation Displays PAILLIONN DAILES IN EVERY PART 
OF THE WORLD. REJOINED 
THE BUSINESS IN 1946, 1S 
ACTIVELY DEVELOPING SEV- 
ERAL TYPES OF DISPLAY. 
MARRIED ( Mer HIS 
WIFE WHILE AT FORDMAM) 
AND WAS A TUREE- YEAR-OLD 
DAUGHTER NAMED PAMELA, 
WHO IS THORQUOELY { 
WITH THE COMPANY'S 
MECHANICAL CREATIONS. 








| 


KRYSTALITE GIANT SNO-PANELS—SLABS 
(/ bt 


Typical Krystalite Panel Sizes 
18''x100"'x! ~ 20°'x100°'x2 ~ 20° 36'x3 
1S''x 72''x4 10°'« 72''xt — $2''xt00''x3 


Dealers inquiries invited—Samples on request 
IM ~ ; 


V, 


MESSMORE AND DAMON- 146! PARK AVE., NEW YORK CITY 29 








PRODUCTS, Incorporated 
6415 N. California Ave Chicago 45, Ill. 
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/YOU TOO 
CAN TAKE A PEEP 


aT SANTA 


DURING MARKET WEEK IN NEW YORK 
JUNE 26th TO 30th 
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|Our Complete CHRISTMAS LINE will be on 
Display in our SHOWROOM ONLY from June 26th. 


36-38 West 37th Street 
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Don't fail to Visit Us! 
Don't fail to Attend the Second Visual Merchandising Report at Hotel Statler Ballroom, 4:30 
P. M., June 27th. 


Don’t fail to make your Hotel Reservations now! 


HPAL 


OUR THIRTIETH YEAR SERVING DISPLAY 


==] tne L.J.CHARROT COMPANY, INC. 


ARTIFICIAL FLOWERS 
DISPLAY DECORATIONS 
36-38 WEST 37TH STREET 
NEW YORK 18, N. Y. ART DISPLAY STUDIOS 
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each merchandise item, classification, and 
department in a store. Despite their stellar 
roles and boarding house reaches for the 
biggest slice of the publicity dollar pie, 


| newspaper and radio advertising must take 


WREATHS and GARLANDS Holly — Lycopodium 


(Princess Pine) — Ruscus —— Gysophilas — Fern — Statice — Base 
metal and expanded metal — Flocked, frosted, and standard colors. 


SPRAYS Balsam — Frazer Fir — Pine — Italian Holly — Ever- 
lasting artificial long needle pine. 


TREES Ruscus — Princess Pine — Balsam — Artificial long needle 
pine. 


FESTOONING and GARLANDS belsom Pine — 


Spruce — White Pine. Base metal inside and outside. 


Get Our Catalog on Outdoor Decorations 
ATTENTION JOBBERS AND CHAINS: 


Contact us at once for complete information. 


CROWN MFG. C 


BOX 511, HICKORY, N. C. 








“REZ-NAT" 
QUILTED FORM PAD 


At Last! The perfect aid for 


clothing display ... . $3.95 


NO OTHER PADDING NEEDED 





SLEEVE FORMS 


TANZER DISPLAY CO. 


6 WALNUT STREET EVERETT 49, MASS. 
































| a secondary function to display, when tested 
| on their general and frequent availability: 


1. Display is the one publicity and sales 
medium that is available to each merchan- 
dise item, classification and department .. . 
and that reaches into every corner, case, 
aisle and floor of the store, every minute 


| that the store is open for business. 


2. Display happens to be the one pub- 


| licity and sales medium which the retailers 
| themselves own and operate. 


3. It is the one publicity and sales 


| medium that is relied upon most by news- 
| paper and radio advertising for their own 


support. 

4. It is the one publicity and sales medium 
that enjoys the enviable position of having 
the customer, the goods, and the money all 
together at the same place at the same time. 

5. In short, it is the one publicity and 
sales medium without which the retailer 
would probably go out of business. 

Yet in spite of all these tested and proven 
goodnesses, it is the one publicity and sales 
medium that suffered most from cost con- 
sciousness in 1949. 

There must be reasons for this. Perhaps 
the retailer underrates its selling importance 
because he owns and operates this medium 


| himself. 


Perhaps the display profession has neg- 
lected to produce figures to prove exactly 
how many sales display can or does produce. 

Perhaps the advertising profession has 
done a much better job of proving the effec- 
tiveness of advertising. 

Or it may be that too many of us have 
over-emphasized the decorative or impression 
aspect of display at the expense of its real 
genius, which is . .. to expose goods at 
the point-of-sale so that the store can sell 
more of them to more people at a profit. 

In other words, display is the one pub- 
licity and sales medium that produces im- 
pulse sales which may mean the difference 
between net profit and loss. In this con- 
nection, the Customer Audit Bureau has just 


| completed a study of over 100,000 depart- 
| ment store customers in 12 major cities and 
| has come up with these two pertinent facts. 


1. A median of 20 per cent of total sales 


| came from impulse sales. The high point 
| was 39 per cent — the low point 8 per cent. 


2. 92 per cent of the customers who made 
these extra purchases said that they bought 
the items because they “saw them on dis- 
play!” 

The points to make now are that: 

1, These extra sales were made at no 
extra publicity or sales expense to the 
store ... and that 

2. The clue to action that will increase 
profits lies in the display of merchandise 
in the windows and at the point-of-sale so 
that more people will make extra purchases 
of items they didn’t expect to buy until they 


| saw them on display. And that 


3. The retailer should finance this action 


| with more money, not less 


Warehousing goods so that the customer 
who knows what she wants can transact her 


| business easily is not enough. This anti- 
| quated method of stocking cases, counters, 


[Continued on page 96] 
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SOMETHING NEW 


We Are Now Featuring Our Red and White 
Tubes In Diameters of 1” to 14” 


IMMEDIATE DELIVERY TO BOOST YOUR 
SUMMER PROMOTION SALES 


FULL OR HALF ROUND 


Available In Red and White and 
Red Metallic and White Stripes 


NEW 10", 12", 14" DIAMETERS — 


ALL LENGTHS — 3-4%-6-9-12 Ft. 
F.O.B. CLEVELAND, OHIO 





See our jobbers or write or wire direct 
for price circular. 


MUTUAL DISPLAY MFG. CO. ctrvetano's"onio 
































AND HIS PIXIES 











Mechanical Santa directs 
his Pixies while ACTUALLY 
smoking his pipe. This is 
one of our many new ANI- 
MATED features. 


During Market Week at the 
Hotel New Yorker—Rooms 
548-549 and our Show Room 
at 1461 Park Avenue. 


jj | - SS ae aS 


DESIGNERS AND BUILDERS e 1461 PARK AVENUE, N. Y. C. 
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of the new 1950 travelling display 
sponsored by Central Mortgage and 
Housing Corporation, Ottawa, Ontario. The 
exhibit also portrays pictorially the history 
of small house architecture in Canada. 
Illustrating all phases of house construc 
tion, the new exhibit is built around attrac 
tive scale models which demonstrate graph- 
ically the right and wrong ways to build a 
house. Such important stages in house con- 
struction as foundations, framing, roofing, 
siding and flooring are dealt with in this 
novel exhibit. Models are prominently dis- 
played on counters and may be rotated 
manually for close inspection by visitors. 
\ dramatic model of a completed house, 
power rotated on a separate island platform, 


ingenuity for sale | G JOD house construction is the theme 


the department store of art materials rounds out the central display 


° The exhibit also- features seven large 
products for the display shop —jancis on which are depicted, in two-dimen- 
We do more than sell display materials at sional mural form, a history of Canadian 
Arthur Brown & Bro. We sell the makings small houses from the wigwam to the 
of display ideas that give you a chance to e 10¢ : ; 1 
use your own ingenuity; to adapt professional modern small house of 1950. A large central 
display essentials to your own unique dis- panel contains information about the Na- 


Ge Gat dl aoc vuuae "el taeeee tional Housing Act as administered by Cen 


MODEL O OPAQUE PROJECTOR 


Good House Construction 
Is Exhibit Theme 


tral Mortgage and Housing Corporation, Booklets dealing with National Housing 
operating agency of the Government of Can- Act loans will be available on request at 
ada in the housing field the exhibit and attendants will be on duty 
Project o life-like screen image thot's 4 ff. The use of ‘suspended platforms to hold at all times to provide information to those 
squore or larger, and make precise, true-fo- models and the virtual elimination of plat- interested in building and financing their 
life sketches! 
If you need a large sketch in a hurry, you've Pepe : ; ; 
only to place the Model O over the object adian exhibit presentation. Created by a 
in question — whether it's a photo or the Central Mortgage and Housing Corporation 
actual item — and you'll get a largér-than- ' : bet por. . 
life image from which you can make an ac- designer and engineered by The T. Eaton 
curate sketch! ( F Tor » entire displ * ae 
, “ Hs : Company, Ltd., Toronto, the entire display traveling exhibit of Central Mortgage and 
Projects an area 5S" x 5S" at one time, or can be erected in less than four hours. It . Cc . ° Cc 
warger area a section at a time A 29 : Housing orporation, ttawa, anada. 
Complete with lamp and $ 50 can be dismantled and crated in the same _ Models are on platforms which can be re- 
8 ft. cord plug 29. length of time volved to facilitate inspection.— 
LARGE PROJECTORS TOO! Send for descrip- 
tive folder showing entire line of opaque 
projectors 


MITTENS DISPLAY LETTERS 


form legs marks a new departure in Can own homes Attractive design catalogues 


—Prospective home-builders examine models 
demonstrating housing construction in the 





COPYRIGHT 19469 MITTENS DISPLAY LETTERS 


These 3-dimensional letters are ready to use 
at once! They're inexpensive, they come in 
beautiful modern types, they're quick to 
handle! 

Note to ingenious display men: Mittens letters 
are as bright as neon when you gild them, or 
highlight them with shiny bead fragments! 
Send for folder showing complete listing of 
Mittens displey leters 


Visit America's Largest Art 
Supply Center 


the department store of art materials 


Arthur Brown & Bro., inc. 
2W 46th St N 


7100—Oper 





may be obtained by checking off a postcard. 
to be distributed from the display, and 
mailing it to the local Central Mortgage and 
Housing Corporation office. 

The 1950 travelling exhibit made its first 
public appearance on April 17th at the 
Winnipeg House Builders’ Exhibition. The 
following gives the details of the itinerary : 
Winnipeg, April 17-April 22—House Build- 
ers’ Exhibition; Toronto, May 19-May 27— 
Canadian National Home Show; Calgary, 
July 10-July 15—Calgary Exhibition * 
Stampede; Edmonton, July 17-July 22—E« 
monton Exhibition; Saskatoon, July . 
July 29—Saskatoon Industrial Exhibition; 
Regina, July 3l-August 5—Regina Exhibi- 
tion; Toronto, August 25-September 9 
Canadian National Exhibition; London, 
September 11-September 16—Western Fair; 
Toronto, November 14-November 22—Royal 
Agricultural Winter Fair. 

Other display units have appeared or will 
appear at the Pacific Coast Better Homes 
Exposition, Vancouver; New Westminster 
Products Show, Pacific National Exhibition, 
Vancouver; Calgary Better Homes Exposi- 
tion; Edmonton Better Homes Exposition; 
Central Canada Exhibition, Ottawa; Kit 
chener - Waterloo Exhibition ; Kingston 
Trade Fair; Montreal Better Homes Ex- 
position; Canada’s Great Eastern Exhibi 
tion, Sherbrooke; St. Lawrence Valley Ex 
hibition, Three Rivers; L’Exposition Pro- 
vincale de Quebec, Quebec City 


"Tite-Grips" Are Innovation 
In Display Field 

An ingenious device called “Tite-Grip” ts 
being offered the display field by D. G 
Williams, Inc., 498 Seventh avenue, New 
York City, in the interests of versatility and 
economy. Made of heavy “Lucite” in the 
form of legs and risers equipped with 
knurled screws with metal threads and in 
serts, the units are designed to grip glass, 
wood or plastic up to %-inch in thickness 
They are designed to make possible a var- 
iety of display tables and displayers at low 
cost; the combinations possible are prac- 
tically limitless 


Willicm's Corporation 
Adds Charles Weber 

J. Charles Weber, formerly of the Becker 
Sign Supply Company, taltimore, has 
joined William’s Corporation, 4 South Lib 
erty street, of the same city. The latter firm 
is adding a complete line of window display 
materials, such as set pieces, papers, flowers 
and fabrics, to its complete range of window 
an store fixtures 


MARKE EEK 


JUNE 25-29 1950 
FALL & CHRISTMAS LINES 


OTEL NEW YORKER 
NEW YORK 


National Assn Of Display Industries 
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PUTS FULL 
EMPHASIS ON 
MERCHANDISE 


Versatile multiple fixture far outsells con- 
ventional mannequins. This revolutionary 
new concept in the field of apparel and 
accessory display is not visible in use; puts 


full emphasis on garments being displayed. 


GDlerihin offers the same flexibility as the 
human figure. 

To sports apparel, Gleaihin gives real- 
istic action. To items of high fashion, 
dramatic poise. On garments 
put on a fashion show all by themselves. 
Enjoy complete creative freedom with 
FB. ih . 

Mother-Daughter identicals, and mixed sep- 
arates can be displayed on one unit in 
varied combinations, in the space of 
single mannequin. 











FDlerikin 














INCREASE SALES, CUT COSTS with this flexible fixture 


“WINGS SUCCES” 


Ss 


@Ppenr to 
t'Snt in 


ORDER YOUR 
REQUIREMENTS TODAY. 


FQ ih * 


IN THREE DIFFERENT SETS 
MISSES 97.50 « 

JUNIORS 97.50 @ 

CHILDS 87.50 @ 


VISIT OUR SHOWROOM WHEN YOU 
ARE IN TOWN FOR THE JUNE SHOW 


Distributed exclusively in the United States 


LAWRENCE R. HAHN 


2 WEST 45th STREET 


NEW YORK CITY 19, N. ¥ 
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Display Institute 

\ Makes Staff Changes 

A Dr. Milton T. Brown, director of the Na- 
Wi} tional Display Institute, 617 Chestnut street, 


Definite A COMPLETE LINE OF Philadelphia, has made known the follow- 


ing staff changes: 
MUST ‘ T U R N TA B L E $s Newcomers to the faculty include James 
Fee, Norman Moore, Robert Krain, Edwin 
I J. Heitman and Samson L. Freedman. Fee 
n is instructing late aiternoons and evenings, 
and has been with the display department of 
Your ; Strawbridge & Clothier since 1930. Moore 
y : has been with such stores as R. H. Macy 
DISPLAY \) E & Co., Snellenbergs, Lit Brothers, Lerner 
_ — Shops and Sears & Roebuck. Krain, silk 
PICTURE! Series 5 — 25 Ibs. Capacity screen instructor, is production manager of 
NWN Series 15 — 75 tbs. Capacity | the Display Company of America and served 
You can do ' Series 25 — 250 ibs. Capacity | similarly for the silk screen departments of 
more with.... \ All Guaranteed for One Year | Arrow Decorating Company, Sun Ray 
| Drugs, Chromart Company, and Spielman 
; Company; for two years he was chairman of 
a | the commercial art department of Bok Vo- 
Vv U e. M fom ‘mt : " < = es os cational school, Philadelphia. Heitman 
pwragie é : holds a BA in education from the Philadel- 
phia Museum school of Industrial Art and 
| a Master's degree from Temple university; 
he has taught art in the local school system 
ALL-PURPOSE MOTION DISPLAYS since 1947. Freedman is a graduate of the 
Tyler school of Fine Arts, Temple univer- 
Units Also Available for TIER STRUCTURES | sity: an ie 5 candidate tor ths Master's de- 
gree at the University of Pennsylvania; he 
CEILING and WALL AVAILABLE FOR | has been teaching art and industrial art in 
MOUNTINGS ALL MODELS | the local school system for the past four 


Write for Complete Literature vears 
and Prices. Disk Sizes from 8" to 23" ; ‘ 





Brown has announced the resignation of 
508 BROOME STREET | Arthur Glick, faculty member for two years, 

BREVEL PRODUCTS CORP. NEW YORK 12, N.Y. Charles Lennox, silk screen department, and 

Margaret Lundberg, art department. 


New classes at the Institute start on 
June 5, June 26, and September 11. 











Re ‘% Burdge Replaces Werner | 
rt shic At Oppenheim Collins 
At press time, reports are that Howard 


Burdge has been made display director for 

for XMAS SEASON f the Oppenheim Collins stores, with head- 
quarters in New York City. He replaces 

52" HIGH Welles Werner, whose resignation is noted 

eo TREE TOPS To / ~ elsewhere in this issue, and was formerly 
3 FT. TALL > in charge of display for the Brooklyn store 


of Oppenheim Collins. 


eo GLASS BALLS “."s:3'"" FG yy ete?) ORC sie ret 


DIAM é ; To Offer Cash Prizes 


Fancy, Unique, A total of $660 in cash prizes will be 
2s C HT B A fe 0 N A M F N T S Many Shapes, awarded for the best displays in connection 
1" to 8" long. with a display contest sponsored by the 


"SOLE DISTRIBUTORS" Paper Stationery and Tablet Manufacturers 


: ° ° . Association, 527 Fifth avenue for National 
ti pr ; pee ; 
Special Glass Designs to Specifica sche Letter Writing Week. The event will be 


TREE LITES so TREES @ TRIMMINGS held October 15-21. Rules governing the 


Price Lists and Catalogue upon Request competition are brief; any store to enter is 
required only to display writing paper in a 


L &z K PRODUCTS principal window, including an official poster 
* s | in the display, and to send a photograph of 
MANUFACTURERS - SOLE DISTRIBUTORS the display to the office of the sponsor 
\._7202 - 20TH AVENUE “Your Santa Claus for Profits’ BROOKLYN 4, N. Y.) se eee 
Coming Up! 

Father’s Day June 18 
FOIL PAPER USE THE National Swim-for-Health Week June 19-24 

OPPORTUNITY EXCHANGE National Tennis Contest June 24-July 1 


26" WIdTH — 2s ft. 2 50 o ° vari ft. For any WANT AD purpose: Dominion Day (Canada) July 1 
and full ream rome ‘ SFTlee 1G StOE POSITION WANTED POSITION VACANT 
in 25 colors DISPLAY EQUIPMENT FOR SALE Independence Day say 4 
R. A. OHLHORST aye Rs aay Geenoney ana ae WANTED St. Swithin’s Day July 15 

Street, N York 13, N. Y. $3. er Column Inch — CASH WITH ORDER : 
454 Broome Street, New National Farm Safety Week July 23-29 
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Our Vw anid Complete ollie oO 


FALL and CHRISTMAS 
DISPLAY DECORATIONS 


on display in our shawn 


during Wharket Wel. June 25 2 9 


e DISPLAY FABRICS e DISPLAY PAPERS 
e DISPLAY FLOWERS e DISPLAY NOVELTIES 


e AND, OF COURSE, THE SENSATIONAL ARROW LINE 


You are Cordially invited 
Special attention to jobbers — be sure to visit us. 


JAMES A. COLE COMPANY, INC. 


235 FOURTH AVENUE (Corner 19th Street) NEW YORK CITY 3 




















Nu-Art Displays 
In Larger Quarters 

Approximately 10,000 square feet of space 
is occupied by Nu-Art Displays, now lo- 
cated at 227 Orient avenue, Jersey City, 
N. J. Specializing in creating and manu- 
facturing artificial flowers, the firm is now 
expanding its operations to include display 


A sToct 





props and novelties, according to Joseph Di- 
Grazia. Daniel M. Tuzzio, who formerly | 


operated his own firm in Jersey City, and 


Harry Koehler, Koehler Displays, New | 
York City, have joined Nu-Art’s staff as | 


part of the expansion move 


Dave Watkins Joins 
Epstein's, Baltimore 

Dave Watkins has taken over the duties 
of display director of Epstein’s, Washington 
boulevard, Baltimore. He was _ formerly 
connected .with Labowitz Department store, 
Annapolis, Md. 


Cincinnati Club 
Has Party 


The Spanish Inn was the scene of the | 


May Ilth meeting of the Display Club of 
Greater Cincinnati. Refreshments were pro- 
vided by the Reinermann Fixture Company 


DePinna Display Manager 


Announces Resignation 
Sam Smith has resigned as display man- 


ager for DePinna, New York City, and will | 
announce his plans in the near future. He 


was with the store for several years 








a line ° 


Lightweight unbreakable beautifully designed 
pieces which add beauty to your displays 
and will not chip or crack. With flat back 
surface, con be easily fitted into dozens of 
designs by gluing or nailing. 


3745 N. PALMER ST. 


MILWAUKEE 12, WISCONSIN 


created by the 


nationally renowned 


List prices 


No. 101 Complete Set 
(right and left lion, 
2 bases, | ribbon) 
No. 102 R-Lion, right 
size 16" x 11" x 144" each 
No. 102 L-Lion, left 
ize 16" « 11" x 1%" each 
. 103 Banner 
x 5" « 1%" each 
. 104 Base 
14° 2 4" 25 1%" each 


set $17.50 


5.00 
5.00 
3.50 
2.75 


All finished in gold antique but 
special finishes available on request 
at slight extra charge. Can be painted, 
lacquered, caseined, sprayed, dipped 
or brushed in any color to order 
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LOOKING FOR 
A CAREER 
IN... 


Build a career in this well paying, uncrowded 
profession. Learn every phase of window trim 
ming and interior display. Study under out 
standing factulty. Practice in full length windows 


CURRICULUM 
Cioth, Crepe Paper and Painted Backgrounds, Drug 
Windows, Mens Wear, Children's Wear, Women's 
Ready to Wear and Specialities, Small Wares, Window 
Design, Mannequin Draping, Interior Display, Lighting 
Show Card Writing, Silk Screen, Papier Mache Fabri 
cation, Prop Construction 
FACULTY 

MARC BIELER, Bonwit Teller, 
ERNEST RB. BUCHANAN, Formerly Baker Sign 
JAMES FEE, Strawbridge and Clothier 
SAMSON FREEMAN, Art Dept Phila. Sehool 
RUDOLPH GARCIA, Formerly the Spielman ° 
FRANK HANNA, Formerly Chromart Co 
EDWIN J. HEITMAN, Art Dept Phila 
ROBEKT KRAIN, Display Co. of America 
JOSEPH MAIDA, Formerly Maida Studios 
WILLIAM MeBLAINE, Formerly Browning-King Co 
NORMAN MOORE, Formerly R. H. Macy Co 
WILLIAM B. MURROW, National Display Institute 
CHARLES A, NUGENT, F erly The Blum Store 
ELWOOD RK. SULOFF, Penna. State College 

@ Approved for Veteran Training 

@ Free Placement Service — over 85% of gradu- 

ates placed in well paying positions 


“The Nations Center for Display Education” 


School 


617 CHESTNUT ST., PHILA. 6, PA. 


Write for Descriptive Booklet 





USE THE 


OPPORTUNITY 
EXCHANGE 
For any WANT AD purpose 
POSITION WANTED 
POSITION VACANT 
USED DISPLAY EQUIPMENT 
FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch 
CASH WITH ORDER 
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Story Of A Display Club 


By L. G. PORTER 
Publicity Chairman, Dallas Display And Allied Arts League, Dallas 


T the March meeting of the Dallas 
A Display and Allied Arts League, elec 
f were held to name officers for 
the new year. The excellent attendance was 
a good indication of the interest that has been 
created by the League by its accomplishments 
in 1949 and thus far in 1950 
year ago that a group of 


tions 


It was only a 
reorganize and re- 
establish a display club in this city At that 
following were elected: President, 
Pete Schaefer, Sears, Roebuck & Co.; first 
vice-president, Vic Klein, Texhibits; 
vice-president, Wally Howell, Hunt's; 
Ruth Wylie, Nieman-Marcus 
the following month a con- 
Several 


display people met to 


time the 


second 
secre 
tary-treasurer, 
At a meeting 
stitution was proposed and adopted 


included im the new 
three 


features were 
Representation of — the 
(that 1s, 


builders) was 


unusual 
constitution. 
parts of the organization 
suppliers, and exhibit 
in that the board of direc- 
elective officers, is 


display 
people, 
made mandatory 
tors, appointed by the 
three in number and has one member from 
each classification Also, that the retiring 
president will automatically become one mem- 
board of directors The beard 
1949 was: Guy Malloy, Neiman- 


ber of the 
elected for 


—Part of the chow line at the Vickery Park 

picnic is szen above, while a few of the club 

members attending a display meeting and 

demonstration during the Telenews theatre ex- 
hibit are also pictured— 
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Marcus (representing display); Dan Ste- 
phens, Allied Electronics (representing sup- 


pliers); Spud Brannon, Spud Brann n Dis- it 
plays (representing exhibit builders). Bend wood Mason e, 
Another feature embodied in the constitu- Now ae = ’ 
tion was that membership dues were deter- - s . t S 
mined by the size of the organization apply- nd Metal-Fibre Lamina e 
ing. Thus, by payment of established dues Tekw a 
all members of a department store display 
department or of a supplier or exhibit builder 
were automatically members of the club. 

Within the constitution was a requirement 
for a secret vote of confidence on the elective 
officers at the end of six months of their 
term of office 

At the same meeting the name “Dallas 
Display and Allied Arts League” was adopted 
Vie Klein, of Texhibits, designed the seal 
for the League 

Following meetings were wel] attended 
The quorum established at 25 per cent of \ 
the membership was always maintained. In- Ladou 
teresting and varied programs did much to : 
keep members coming. A few of the high Bending 

xhts re > tollo y speakers and enter- . 
eer the following speakers and enter Machine 

\ back-stage tour of the Dallas Starlight | 
Operetta conducted by Peter Wolf, art di- | B nd it F il t A > | L Co t 
rector, and Douglass Morris, technical di- e Ss { asi y ses a mazing y ow Ss 
rector of the Operetta ae 

A barber-shop quartet (zone champions, no The revolutionary Ladon Bending Machine produces "S" shaped .. . reverse . . . close 
less). | double bends — BENDS OF ANY ANGLE UP TO 180° — in plywood, hardboord such 

Chief Todd, Dallas Fire Department, out- | as Masonite, veneer, chipboard, Tekwood, wall boord, hard fibre, cardboord and metal- 
lined local fire regulations as applied to our | fibre board lominotes 
work in a timely pre-Christmas meeting. ’ 


= 


A tour of the Dallas Health museum and 
discussion of activities by Margaret Hays, 
director. 

A discussion of photo-murals by Bill 








Langley, nationally known photo-muralist : Full Panels Bent 
David McMinn, publicity director of the , ‘ 7 
State Fair of Texas, spoke on efforts made - any ae In One Operation 


to encourage better exhibits in the fair 5 
48" Ladon Bending Machine shown here. 72° 
and 96" machines are also available. Size 
governs only LENGTH of bend — does not 


limit angle. 


David Robb, placement director of South 
ern Methodist university, outlined placement 
facilities available through his bureau for 
both permanent and part-time employes 





Lewis Bernays, British consul, gave a very 
interesting talk on “The Importance of Im- 
port.” 


Mz k W Iso er I!-k 0 local T- . . . . 
tales, faasinnted: thegueip etd Sle iritee New Principle of | Widely Used in Display 
aco | Bending — Fast, Manufacturing for Per- 

Nor were t activities of the League lim- 2 
ited re ss witioe \ possatarcen Low Cost Operation fect Curves eee Lower 


meetings. 


. 
“digest of display doings” was published and @ Pane! to be bent rolls automatically Construction Costs 


distributed to members This was ably han- under heated mandrel (thermostat- 
dled by Wally Howell ; 7 ee Display manufacturers everywhere are 
| : 1 "¢ E . Movement of mandrel or roller is ve bey ~ — emma 
n July, a Sunday picnic at Vickery park actuated by simple weights carried achine pays for itself — quickly — i 
‘ | A faster production and reduced con- 
was attended by over a hundred members and in channel ny table ae strection costs. Curved design odds 
f ' . or depletion of weights varies the 
families There were games for all ages and paler weed a bending te suit beauty and soles appeal Lod e 
a big Texas barbecue plate lunch to mark material ge rr Bis gy Be — 
the end of a happy afternoon. Spud Brannon Adjustable ‘‘stops'’ control angle tage offered by the Ladon Bending 
handled the picnic and did such a grand jol of bend—One man, depending upon Machine is its complete flexibility 
nature of bend, can operate two permitting new freedom in display 
and often four machines design 


an AB ERMC RAE 


perigee Lata! 


that he is a very likely candidate for this 
year's affair 

In September, the League presented a 
exhibit sponsored by the Dallas Federation 7 
of Artists for the public in the mezzanine of | : ba WRITE TODAY... for de- 
the Telenews theatre. Guy Malloy handled iF a )) tailed literature and prices 


all arrangements and coordinated a most in 
} 


teresting showing of work done by members © : : : Fes ; Fe 31 N. Laclede Station Road 


of the League Volunteer members attence 
the exhibit each day, handing out brochures St. Louwis 19, Missouri 


f the showing and answering questi 


the viewing public Three special meeti 


mricngiete toe mathe csade nagging tel 5. MANUFACTURERS OF BENDING MACHINES 


ress, each includ ng demonstrat.ons 











DINGLEMAN 
PRODUCTS 


509 West 56th Street 
New York 19, N. Y. 


Tel.: Cl. 5-5447 


A Division of Feder Industries 


To all my friends old and new 
may | extend 


GREETINGS 


during 
MARKET WEEK at. 


HOTEL NEW YORKER 
Room 530 


Interesting and intriguing numbers 
will be on display. 


Will be pleased to welcome you in 
person at that time. 


Arthur C. Dingleman 


| by concerns in 




















JEWELLED SNOWFLAKES 
for your AUGUST FUR SALES ond 
CHRISTMAS DISPLAYS 


Make your Christmas Windows and Decora 
tions the talk of the town, with Jeweled Snow 
flakes, Trees, icicles, Ice-Branches, Stalactites 
ate by the creator and originator of same 

A new and attractive line of Snowflakes 
both in Crystal, and Paste! colors, in a wide 
variety of designs 

Pictured is No, 4049 — 22 inches 

All Snowflakes can be had three (3) dimen 
sional and Knock down to save shipping 
spece and avoid breakage 

See your Local Jobber 
*"JOBBERS'' —Some desirable territory still 
open — write for photographs and ful! par 
ticulars 


ARTHUR S. LICHTEN 


309 MAIN ST. ORANGE, N. J. 


Truck Has Built-In 
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terest to all, All costs of the exhibit were 
borne by participating organizations. 

Again in November the League sponsored 
another worthwhile project. The nearby 
veterans’ hospitals of McKinney and Lisbon 
were made ready for Christmas parties in 
both wards and recreation halls by mem- 
bers of the League, with the material donated 
Dallas employing League 
members. Vic Klein accumulated the Christ- 
mas pieces in his workshop and all of it was 
hauled to the two hospitals by trucks fur- 
nished by the Dallas Power & Light Com- 


| pany. All members who donated time and ma- 


terials to this project felt well repaid by the 
words of appreciation expressed by the hos- 


| pitalized veterans, plus formal acknowledg- 
| ment by Veteran's Administration officers. 


A dinner-dance was held at the Casa-Linda 
Lodge on the evening of April 29th. Members 


| and friends of members had a real treat that 
| evening, with all details handled under the 
| able direction of Spud Brannon. 


It might be 
interesting to other such organizations to 
know that such outside activities are planned 


and tickets sold far enough in advance to 


assure no financial loss to the League. 
A very active but unpublicized welfare pro- 


| gram has been the only drain on the treasury. 


Stationery, membership cards, announcements, 
etc., have been donated. Mailing costs of 


| meeting announcements and other necessary 
| petty expenses have been covered by “a dime 


in the hat” following the adjournment of 
each meeting. The treasury thus boasts a 
balance of a few hundred dollars. 

The last election meeting was thus one in 
which real accomplishments could be pointed 
to with pride by the members and especially 


| by the retiring officers. 


New officers elected were as _ follows: 
President, Eddie Nunan, James K. Wilson 
Company ; first vice-president, Dan Stephens, 
Allied Electronics; second vice-president, 
L. G. Porter, Sears, Roebuck & Co.; secre- 
tary-treasurer, Aimee Wilie, Titche-Goet- 
tinger 

Members of the board of directors ap- 
pointed were as follows: (Rules) Pete Schae- 


fer, Sears, Roebuck & Co, (retiring presi- 


| dent); (finance) Jack Heimburger, Southern 


(Membership) John Russ, 


Display Arts; 
Marshall Moody. 

All of the officers well realize the honor and 
responsibility of their position. We hope that 
the ‘50-51 year can be summarized with at 
least as many real accomplishments as was 
the work done by the retiring officers 


Shadow-Box Displays 

An ingenious promotion idea made its first 
appearance on the streets of New York City 
late in March when the new delivery truck 
of the Reliable Sample Card Company, 43 
Walker started on its rounds. The 
truck, painted red, white and blue, is the first 
to carry a complete dramatization of the work 
performed by the firm it represents in three- 
light-up displays built into its 


street, 


dimensional 
sides and rear doors 

Credit for the idea must be given to Irving 
Warsoff, the company’s owner. Heretofore 
the three-dimensionals, made by McArthur 
Advertising Corporation, have only appeared 
advertising national brand merchandise in the 
subways, mounted on the steel beams dividing 
the subway tracks, 
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The work of the Reliable Sample Card 
Company is told in four large display boxes 
(26 inches high, 35 inches wide and 7 inches 
deep) mounted into the sides of the truck, 
two on each side. Each box spells out the 
work of a different department in crisp design 
executed in perspective. Two small boxes 
(11 by 14 by 7 inches in depth) are mounted 
in the rear doors. These last are the letters 
“R” and “S” designed to form little men 
holding miniature sample cards. 

Although the 7-inch depth of the boxes is 
not as great as those in the subways, an 
impression of great depth and design-in- 
space is achieved through the clever use of 
heightened perspective. One display shows 
the Reliable printing service (a complete 
print shop of their own); another the manu- 
facture of swatch books by the use of swatch 
books carried back into perspective on a dark 
background; a third tells the story of the 
layout department by means of a drawing 
board equipped with T-square and life-size 
scissors; and the fourth summarizes the whole 
Reliable story by a model of the firm’s six- 
story building and a ramp in perspective lead- 
ing from it, listing the company’s services, 

McArthur Advertising Corporation says the 
project presented difficulties not present in 
the subway display constructions. For one 
thing, lighting in the truck display boxes is 
supplied by battery and light could not be 
mounted behind strategic points of the design, 
as in the subway displays, but had to come 
from the top of the boxes. Thus the designs, 
according to Edith Brown, designer for 
McArthur, had to have lots of light in them 
via the colors used. 

But the greatest problem was one of 
rigidity. In the subway constructions many 
parts of the display are fashioned of card- 
board. In the displays for Reliable, all such 
parts are made of metal and every part 
of the design, whether plastic or metal, had to 
be fastened to the box by means of angle 
irons so that the bumpy rides through city 
traffic would not dislocate the drawing-board 
and T-square for instance, which seem to 
float in air in the display box. Cost for the 
six three-dimensionals altogether was $1,763.88. 


Portable Display Used 
To Show Firm's Products 

Carrying product information and technical 
knowledge right to a customer's or a pros- 
pect’s factory and engineering laboratory is an 
effective merchandising and promotion method 
that has been developed by the Miller Motor 
Company, Chicago, manufacturer of air and 
hydraulic cylinders. 

With the help of a specially designed 33- 
foot house trailer housing an industrial ex- 
hibit. the Miller Company does a good job of 
It also performs a help- 
ful educational service showing how cylinder 
breakage, leakage and damage to component 
parts can be prevented, and maintenance 
reduced So successfully has the Miller 
Company's “College of Cylinder Knowledge” 
turned out that two more complete trailer dis- 
plays are now under development 


selling its products. 


Ed Thomas Takes Job 
In Baltimore 

Formerly of Philadelphia and Atlantic 
City, Ed Thomas has taken over as display 


manager at Lee's, Inc 3altimore 
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Merry Christmas Magic... 


ENCHANTED BIRDS 


. winged with shimmering metal lece . . . whisper-weight 
. in jewel tones of Emerald, Fire Ruby, Sepphire, Pink 
Amethyst, Silver Radiance and Mellow Gold. 


Glimmer and glitter and fluid color to add a fairytale touch to your most 
exciting holiday displays. Sparkling accents to use any way you would 
use conventional Christmas ornaments — and a thousand and one ways 
besides! You'll be intrigued with the unlimited possibilities of our 


* “Enchanted Birds’ 


: 


. sophisticated and subtle, or nostalgic as a dream. 


Use them with imagination! 
$9.00 dozen (8"" long) 
ORDER NOW 


DOLORES... Box 145... Sta. D. . . Cincinnati 6, Ohio 











Store Modernization Center 
To Be Permanent 
Plans for the establishment of the first 
Store Modernization Center, aimed at cen- | 
tralizing interest in an annual two billion | 
dollar market for new store equipment and | 
building materials, have been announced by |j 
John W. H. Evans, director of the Store 
Modernization Institute, sponsor of the . « avenve 


Bae ow YOR 
Store Modernization shows held the past 228-227 OT uew seese 
sev 
three years sen 





cit’. 


The Center in New York City will house } an 
permanent exhibits of store modernization | aup s8T PISCE TOM 
materials it is said, and negotiations are PLAY POPULAR — V ; woreowen 
now under way to lease 15,000 square feet J SIG. - , STURDINS 8 eran SMe une 
of floor space in an air-conditioned building ett BY oe xine for 3° 
on Fifth avenue to serve as headquarters ; .* 
for the project. Exhibits will be open five | gxvick rere “4 
days a week throughout the year to execu- 
tives of retail stores, store architects and 
designers and builders engaged in the mod- 





ernizing of stores. 

Present plans call for a well-rounded con- 
tinuous program of activities at the Store 
Modernization Center. Clinics and forums ; sruts. 
will be held monthly and will present dis- creative DF 
cussions by leading architects, designers, 
store executives and equipment manufac- 
turers on such topics as design and layout, 
displays and fixturing, and merchandise 
handling techniques. Retailers throughout 
the country will be invited to these meet- 
ings. Prominent store architects and de- 
signers from all states will be invited each 
month to exhibit their best completed work 
of newly modernized stores. 














Keep your SHIRTS & PAJAMAS neat 
and clean with HENRY'S Low Priced 


Piece Trans- 
perent Molded 
Plastic Trays. 
They have “pull- 
out" handle and 
size card holder, 
and sliding rails 
on bottom, that 
prevents scratch- 
ing. Dress up your 
shelves . Display 
your merchandise 
correctly! 


7 
NOW available: 
Henry's Rainbow Plastic Satine Tone 
Sock & Tie Trays. 16" long, x 12" wide 
7 








We are the leaders in the Plastic 
Hanger Field, making over 60 
EO in hangers; and a new line 
of Plastic Sock and Tie Trays and 
Stock Boxes. We are as always, 
equipped and ready to serve you. 





JOBBERS INQUIRIES INVITED! 





| by January 1, 1951, 


| moved by 


| square feet of space. 


| tacture ot 
| display 

| Building 
| these 








HENRY HANGER CO of AMER Inc 








USE THE 
OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose 








POSITION WANTED 
POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch CASH WITH ORDER 











DISPLAY WORLD 


American's 


LIMAXING a 42-year history, the 
American Fixture & Mig. Company's 


new $2,500,000 plant will be completed 
and all divisions will be 
that time announces Alvin M 
Mendle, president 

Located on an 18% acre tract in north St 
factory will contain 310,000 
More than half of the 
area will be devoted to the manu 
“Korrect-Way” metal 
well as mannequins 


Louis, the new 


tactory 
and wood 
fixtures, as 
facilities for the 
construction 


production ot 


products are under and 


—Above, an architect's drawing of American 
Fixture & Mfg. Company's new $2,500,000 
plant. The factory will have 310,000 square 
feet of space for the production of “Korrect- 
Way" metal and wood displays, mannequins, 
"Chromocraft" dinettes, and commercial fur- 

Below, on automatic chrome 
plating tank in operation— 


niture. 


mod cent : 

ie 91 ria 

4 gia 
ape et [ 


* 


MAY, 


New Plant 


will be completed by the end of the 
just five years after the company started its 
extensive expansion program. 


year, 


“The new plant has been designed for the 
most efficient operation,” Mendle said. “The 
modern tools are being installed by 
the company as the latest step in a constant 
effort to improve the quality of the products 
of the ‘Korrect-Way’ Division.” 

Mendle 


tost 


pointed out that the capacity of 
the company increased by 40 per 
cent. There will be an installation of 1% 
miles of conveyor belt so that all in-process 
work can be moved easily through the plant; 
a new two-section dry kiln for lumber is 
veing installed, and numerous other opera- 


will be 


tional facilities. 
facilities, according to Mendle, 


Two railroad 


Shipping 
have been improved greatly. 
sidings which can handle 15 freight cars at 
time shipping docks for 8 large 


[Continued on page 126] 


one and 
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Cul of 
(his Wilda 


—WADL A.D. 1. MARKET WEEK 


CA 25-29, HOTEL NEW YORKER, ROOMS 501, 552, 553 


ea vseuy MATERIALS, | 


65 MADISON AVE. - NEW YORK 16 - 


Fir That 
Something Different 


Novel Three Piece Table 


Merchandisers 


Expertly constructed of wood and fabricated 
with papier mache trim. Choice of colors. 
Green-Gold, Coral-Gold, Russet Beige-Gold. 


14 In. Dia. Top x 30 In. High 
12 In. Dia. Top x 24 In. High 
10 In. Dia. Top x 18 In. High 
Tripod legs are removable. 


"a | tewommuer 
4 M-49]9 See Our Local Jobbers or Write Us Direct 
MUTUAL DISPLAY MFG. CO. 


1101 POWER AVE. CLEVELAND 14, OHIO 




















VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47 West 57th Street 
NEW YORK 19, N. Y. 
PLAZA 3-5968 


Complete 
photographic files 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 
Shops — mailed weekly 


Reprints 
always available 


at moderate prices 


Studio Still Lifes 


Complete 
information and samples 


sent on request 














DISPLAY WORLD 


Displays 


aero Avenue, one of America’s 


foremost specialty stores, devoted nine 

fashion windows recently to a theme 
tying in with Revlon’s new “Sunny Side 
| Up” lipstick and nail enamel. The New 
| York store, of which Sidney Ring is the 
display director, displayed its sunniest spring 
ensembles along lines shown in the photo- 
| graph seen above. The principal prop in 
| this particular sportswear display was a 
| large sun of wire, with cord rays extending 
| across almost the full width of the window. 
| Nosegays of baby’s breath and packages of 


By Ring 


the lipstick and nail enamel were suspended 
from some of the cords. 

Six highly provocative sweater and sports- 
wear windows were used by Ring a short 
time ago, as pictured here. Most of the 
items were shown on a versatile and mul- 
tiple display fixture which was introduced 
to this country not long ago after much 
success in Europe; Ring combined its use 
with that of the conventional mannequin. 
(This photograph is shown through the 
courtesy of Lawrence R. Kahn, New York 
City.) 
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Lighting Fixtures 
For High-Ceiling Areas 


Following its newly established trend to- 


ward matching lines of fluorescent lighting | 


fixtures, Sylvania Electric Products, 
announces four additional commercial-type 
units designed primarily for 


Inc., 


lighting im- | 


pulse merchandise sold in self-service gro- | 


cery, drug and department 
high ceilings. 

Unshielded fixtures, both the 
four-lamp versions of the new 


stores 


two- and 
C-296 and 


having | 


the C-496 utilize 8-foot instant start 75-watt | 


T-12 single pin fluorescent lamps. Their 
4-foot companions, the C-248 and the C- 
448, contain the same type 40-watt lamps. 
This new line of fixtures is intended for use 
where high intensities of lighting are a more 
important consideration than brightness and 
styling, such as in corridors, storerooms and 
other low traffic areas. 


“Display-Tex Fab’ 
Is Introduced 

Bemiss-Jason Paper Products Company, 
111 Townsend street, San Francisco 7, has 
introduced a new display paper to the field 
under the name of “Display-Tex Fab”. Said 
to resemble fabric very closely in finish, the 
material can be draped, festooned, used for 
floors, and in numerous other ways be 
handled like fabric. The cost is said to be 
very low. 

Colors include light blue, light green, light 
yellow, white, and peach. The material comes 
in rolls 


Peck & Peck Appoint 
Wensel To Chicago Post 

Peck & Peck, Chicago, has 
David B. Wensel display director for the 
Chicago area. Wensel has been with Mc- 
Cutcheon’s and Lord & Taylor, of New York 
City, Halle Brothers, and the Bailey 
pany, Cleveland. He 
the same cities. 


also 


Gordon Keerns Joins 
Cook & Meier 


Gordon D. Keerns is now associated with 
Cook & Meier, Inc., 159 North Michigan 
avenue, Chicago, as a salesman. For the 
past year he has been a display salesman, 
prior to which time he was with Edgar A. 
Stevens Company, Evanston, Ill 


appointed | 


Com- | 
free-lanced in 


Keerns | 


will travel through Ohio, Indiana, Michigan, 


Illinois, Kentucky and Tennessee 


Change Of Location 
For NADI Office 

Formerly located at 11 East Walton 
Place, the office of the National Association 
of Display Industries has been moved to 203 
Wabash avenue, Chicago 1 
numbers are Randolph 6-9 and 
The new location in the Loop district is 
much more convenient for 
office 


Sylvania Electric 
Consolidates Offices 

Sylvania Electric Products, Inc. an- 
nounces the consolidation ot its New York 
offices in a new headquarters at 1740 Broad- 
way 


The telephone | 
5 6-93R6. | 


visitors to the | 


DISPLAY WORLD 


* 

you are cordially 

invited to see 
* 


ehristmas 


in all its storewide 


splendor 


* 
magnificent things --all at 
a sensible price .. + truly 
--the line designed with 
vour budget in mind” 

* 


arkow-lewtls 
assoetates 
Rooms 510- 4I 
1 i ct) a tk eee A ei 
| i ce ay ee | 


DISPLAY 


Oo PK N 


SUPPLY CO. 


| ef 


A Leading Uine of Art Flowers and Novelties 


Market Greetings to Our Many Friends 
“DISPLAY JOBBERS” 


We cordially invite you to see our Fall and Christmas line at our sho-rooms before or after 
the New York Show. For free transportation call — 


J. PALADINO JOURNAL SQUARE 2-8388 


IT WILL PAY YOU TO PAY US A VISIT J 
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Helps Sell | New Lighting Circuits Designed 


More i. For "'Light-in-Motion” Displays 
pp te ; & The planning of power circuits, time 


@ WATCHES , : switches, sockets and other components for 
+ nae j 7 ge quantity produced lighted displays and es- 

; ; pecially for sequence-lighted units — and 
producing them to a price — has always 
been a serious problem. Such problems 
now can be turned over to specialists in 
| electric wiring, and obtain carefully engi- 
UNBREAKABLE, LIFE-LIKE neered wiring assemblies and parts that fit 


PLASTIC HANDS ‘ | the display exactly, often at a fraction of 
ia i } previous costs. 
f| O* f } S i . e ‘ ~ P ae 

WITH MOVABLE THUMB | A pioneer in this field is the United 
Ready for you NOW =: | Manufacturing and Service Company, 405 
Nothing like Handiform's Plastic Har | South Sixth Street, Milwaukee 4, who for 
ever been produced before! And yet | more than seven years has been specializing 
; ’ | in engineered wiring systems and assemblies 
Available at your favorite jobber or y = for manufacturers of all types of electrical 
WRITE — WIRE — PHONE | apparatus. These wiring systems, custom- 
Jobber Inquiries Invited - one engineered for each application, include all 
@ Natural fleshtone biends with any color scheme Js ; : : necessary wire, junction blocks, sockets, ter 
handpainted fingernails perfectly-formed | minals, switches, disconnects, power cords, 
hand rise f iit i all 

@ Flesh-like color is in the plastic no painted Now being used by some o 

surface to chip or peel 

@ Smooth plastic . cannot snag the sheerest : ; 
glove or stocking } Department and Chain stores 
a ry curved fingers with a MOVABLE n the country. Names fur ; : ae 
@ Sturdy, durable construction unbreakable nished on request. | | SEFVICe to a vantage. Fy. n example ot the 
@ Flange base for standing bored base for results is the wiring of a large dealer dis- 
use on display trees e | play designed some time ago for an auto- 


| mobile manufacturer. The problem involved 
ORDER NOW FOR YOUR | lighting six sections of the display, each 





low prices 


assembled into complete harnesses or 
| groups of sub-assemblies for easy assembly 


the largest and best-known 
| to the product. 


Several display houses have used _ this 


y- 


Ai ah CAMA! PLASTIC CORP. SUMMER AND FALL | with a duration of 20 seconds, in an exact- 


| SEASON | ing sequence. Available time devices would 
| have cost more than the budget provided 


11 West 42nd St., New York 18, N. Y. LO 3-2068 for the entire wiring unit. Time was an- 


| other important factor. The display manu- 
| facturer, Meyer Display Products, Inc., 
Milwaukee, took the problem to United 
engineers, who developed a new timer with 
| infinite timing combinations and designed 
the complete wiring system at a cost sub- 
| stantially lower than an ordinary time unit 
would have cost. Delivered in a single unit, 
in mass-produced quantity, the entire wir- 
ing system also saved substantially on in- 
stallation time in completing the display 
units. 





Oppenheim Post 
| Resigned By Werner 
The resignation of Welles Werner as dis- 
| play director for the Oppenheim Collins 
group of stores, with headquarters in New 
York City, took effect May 1. His successor 
has not been named at this time. It is re- 
ported that Werner is taking a sales promo- 
tion position with Red Robbin Stores, Inc., 
although this has not been confirmed. 














Haug Resigns Position 
You'll enjoy our complete line of With Flint & Kent 
ARISTON mannequins and get an After three years with Flint & Kent, 
exciting sneak preview of a brand Buffalo, Donald R. Haug has resigned in 


phone IRonsides 6-3378 =" ae ee ee ee order to join the display staff of L. L 


call for you at . 
Berger, Inc., of the same city 
Yorker and chauffeur you to our ae se hte satin, 


show-room. 








* Don’t forget—send in your news 
items about all happenings in the 
U. S. mannequin manufacturing company display field: births, deaths, marriages, 


° ° changes of position, anything pertain- 
10-15 46th avenue, long island city, n. y. ing to Sleplay or Sieplaymee unyebere. 
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DISPLAY TRAINING PROGRAM 


[Continued from page 50] 

ing the color of spice, using a couple of 
attractive spice packages as props, and 
pointing out that spice from India adds 
flavor, and that spice has a background 
associated with adventure and romance.) 

It was pointed out that display in which 
there are related objects is more interesting 
Many times the props are more telling than 
the sign to a casual customer. A dress dis- 
played with a golf club promptly tells the 
customer that this must be a sports dress, 
must be washable, and probably has that 
extra pleat in the back. 

Many times props are attractive enough 
to get the customer over to see merchan- 
dise in which she wasn’t originally inter- 
ested. Color in accessory items is another 
important consideration, it was explained 
“Story Book” dolls displayed with a nursery 
rhyme book make a good display tie-in. In There’ . . . 
fashions, blouses, skirts, been accessories ws ne doulet chowt i Investigation shows that 
suits, furs, and accessories — china and . oe c Vari-Sh : . ma . 
linen — and the many, many combinations ; . — Mennequin Wigs etait tocsins otiees quality. 
where one item sells the other — all these ‘ And not . . . 
were discussed in order to get over the ’ -“" thet nes Vari-Shape we are stylishly 
important point that merchandise displayed coiffur ee : . P 
in use is better display. It was pointed out _ athestively finished . . . and long ™ 
that we sell whole rooms from our furni- value. . oe 
ture windows, and many smaller groups ot stich Sop 7 ye displays; give them a 
chairs and lamps and drapery fabric And promotional boost with Vari-Shape wists 
we sell complete ready-to-wear outfits from gs. 


mannequins since seeing merchandise so 
displayed stimulates the customer's imagina 


tion and helps her to see how it would look me N Mi " 
in her home or on her; and thus good dis- | a easwung Necessary 





play helps sell. 
FOURTH WEEK 
This was given over to a discussion of | ; Designed with a special rubber base Vari-Sh 
case displays and counter displays, showing Z . ape 
several different ways to treat the same SO ao : wigs fit absolutely snugly and securely on the skull 
merchandise and keep the display fresh and ; P 
interesting and alive. We also discussed No Need For Measuring! Come in any col 
1. Timeliness, as related to aus iy coor 
(a) Seasons “ei desired. Request new style chart. 
(b) Fashion events esa Fs 
(c) Current color combinations 


2. By demonstrations we showed how re Write for Descriptive Literature or Further Information 


lated merchandise could create much added 


interest and be a tremendous selling factor HER 
(a) Table, chair, lamp. ZBERG-ROBBINS INC 
e = 


(b) Drapery fabric combinations, et 457 Ww 
est Broadway, New Yo 
EEE AE REE ' re: l2.. &: ¥ 
FIFTH WEEK ° . * 
1. Discussion of lighting displays and all oe in Mannequin Wigs and Repairs". Years of 
f . skilled experience assure you quality work at budget prices. 


SRO NARI IES AB ORAM ENGR 


gona 


of the various factors involved in lighting 
(a) Dramatic spotlighting 


(b) Colored light , 
(c) Warm light. the six-point plan for better point-of-sale 


(d) Warm tone and cold tone 1 fluo displays Use the Original, Quality 


° ? lo oy ac ss > - « 
rescent and case lighting 2. We expect to have two such training 


+ Sieelon deslavs. sessions a year. The display sponsor re SLEEVE FORMS 


(a) Good signs are good silent sellers mains the sponsor for his department until 


They should give pertinent informa a new sponsor is trained and takes over SHIRT DICKIES 


tion as to the item's: use, a fashior his duties 
point, or any other customer benefit These duties are as follows Also Detachable Ties 

that can be told. Price was discussed (a) To see that displays are clean and Top quality — made entirely of virgin 
and when it should and should not be orderly material — but at no extra = 


on the sien (b) See that signs are clean and in THERE ARE NONE AS GOOD 


place, and that toppers are used if 
SIXTH WEEK necessary . S$. BENDER 
1. Three sponsors were selected to set up (c) See that lights are turned on in The Originat Established Over Thi 

displays for the class. First each sponsor displays 215 West 40th <a ook ‘a — 
discussed his or her display and then the (d) See that mannequins and forms are st si 
class discussed it, keeping in mind the dressed at all times 
fundamentals of display as we had gone (e) Set up related, coordinated dis ® PLEASE MENTION DISPLAY WOR 
over them in our previous meetings and plays within the scope of their ability WHEN WRITING Aeanehann e 
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FIFTY YEARS AGO 


MILEO 


Made the first and 
finest 


WAX MANNEQUINS 
in the local market. 


TODAY 


@ See how the new Mileo line continues this 
tradition of leadership with brand-new Juniors’. 
Misses’ and Children’s Figures. 

@ Pre-eminence in styling 
@ Accuracy in size and contour 
@ Creation of “sales-power” 


@ Craftsmanship in construction 


@ At the 
HOTEL NEW YORKER 
Rooms 536-537 
June 25-29 


MILEO MANNEQUINS 
7 WEST 36TH STREET, NEW YORK 18 
Since 1900 Near Fifth 


aS SOs SO SS Oe an aN DO DS OD Oe ee ee eee eee 
Le eee a ae a a a ae a ee ee ee ee 
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FERNS— 
PRESERVED and FLOCKED 


ag 


Fay An NT: 
BIS 


Py 


Pastel and Regular Colors for . wet 
All Year Round Use “Bs EE DTN YS 
ALSO Flocked Fern Trees, Johnson Grass, Behe sy Pik Se 


ra 
Palmetto Bloom, Fox Tails, Transparent x% 


Oak, Cattails, Sea Fans, and Star Fish. 
If your dealer cannot supply you — order 
direct. 


JACK DE WEESE 


205 South Miami Avenve, Miami 32, Florida 


Pi 
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SERVICE AND SALES 
VIA DISPLAY 


[Continued from page 56) 


Advertising support to back the promo- 
tions includes teaser campaigns in regular 
store newspaper advertising, announcement 
ads, ads during the promotion, and spot an- 
nouncements and regular radio programs 
featuring special events. 

Display material also is prepared for 
special editorial tie-in promotions. 

Thirty-four leading stores tied-in with the 
double spread on “Color Schemes — Per- 


| sonally Yours” in the April issue. Each 
| participating store received sets of special 
| display cards for use in cosmetics, fabrics, 
| furniture and floor coverings departments. 
| Special display material included blow-ups 
| of the five rooms shown in color in the edi- 
| torial. 


Three Better Homes & Gardens promo- 
tions with major food chains were kicked- 
off in the fall of 1949, including a tie-in 
with the more than 300 C. F. Smith Com- 
pany stores in the Detroit area. Special 
display material furnished for these food 
promotions included over-the-wire hangers, 
blow-ups in color of four-color food pages 
for use in windows and inside the stores, 
cover blow-ups, and special display cards 
mounting ads. 

A new display piece — to mount food ads 
— has been designed for use in similar 
food promotions in 1950. The card, with a 
red plaid border which ties in with the 
Better Homes & Gardens cook book, was 
used in an April 10-16 promotion by 22 
stores in the Acme Food Chain, Akron. 
The display was furnished in two sizes, to 
mount half-page and full-page ads. 

First published in 1931, the cook book 
mentioned had achieved a sale of more than 
3,446,000 copies through 1949 and is Amer- 
ica’s best-selling cook book and an all-time 
best-seller, fiction or non-fiction. 

Shelf strip price markers are another 
gimmick used successfully in Better Homes 
& Gardens food promotions at the point-of- 
purchase. The markers are made up in 
books of 25 and are furnished in any quan- 
tity needed. 

3oth magazines issue monthly brochures 


| to stores and key store executives, many of 
| whom are display managers, offering free 
| merchandising aids. 


Setter Homes & Gardens previews its 
coming ads and editorials on home equip- 


| ment and home furnishings in the “Advance 
| Retail Store Merchandiser,” mailed to some 


3,000 executives in 850 stores. Merchandis- 


| ing aids offered are copies of the current 


magazine, blow-ups of the current cover and 
“As Seen In” stickers and display cards. 
“Successful Merchandising”, which pre- 
views Successful Farming ads and edito- 
rials, is mailed to more than 200 executives 


| in 106 stores. “As Seen In” cards for use 
| at the point-of purchase are offered and 
| mailed on request. 


Point-of-purchase promotions are only 


| part of the story, however, in the servicing 


of consumers, advertisers and retailers by 
Successful Farming and Better Homes & 
Gardens magazines. Home planning service 
programs are carried out on a day-by-day 


| basis by 153 retail outlets which maintain 
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permanent home planning centers, serviced 
by the magazines. 

The 103 firms in the Better Homes & 
Gardens home planning service program in- 
clude 60 department and furniture stores, 
29 financial institutions, and 14 hardware 
stores and building materials dealers. There 
are 50 department stores in the Successful 
Farming program. 

Display material furnished cooperating 
stores in both programs includes working 
drawings of the “Home of the Month”, off- 
set pictures of the “Home of the Month” 
and floor plans, cover blow-ups of facsimile 
covers, full-color “Home of the Month” 
posters and copies of the magazines. 

In addition to these programs, more than 
3,000 building materials dealers cooperate 
in a combination Successful Farming and 
Better Homes & Gardens home planning 
service and receive similar display material 
for use at the point-of-purchase 

In addition to display material, 25 indi- 
vidual models of “Five Star Homes” are 
scheduled for showings throughout the 
year. Also scheduled regularly is the spe- 
cial “Homes For Today” exhibit of six 
“Five Star Homes”, not included in the 
individual models. Six Successful Farming 
homes also are routed by the magazine for 
special showings. 

Ninety-nine showings of individual Better 
Homes & Gardens models were made in 
1949, at department stores, banks, building 
materials dealers, and at home shows. Show- 
ings were of one or more models. The 
“Homes For Today” exhibit has been seen 
by more than 2,500,000 persons at 93 de- 
partment store showings to date. The ex- 
hibit was first shown in October, 1945. 

The stores which sponsored highly suc- 
cessful tie-ins with Better Homes & Gar- 
dens in “Better Homes Week” point-of- 


purchase promotions in the fall of 1949 were | 


The Fair, Chicago; Younkers, Des Moines; 
Gold’s, Lincoln; Jordan Marsh Company, 
Boston; Macy's, San Francisco, and Stix, 
Baer & Fuller, St. Louis. 

Special Successful Farming store promo- 
tions in 1949 included Stix, Baer & Fuller; 
Rike-Kumler Company, Dayton; Herber- 
ger's, Watertown, S. D., and T. S. Martin 
Company, Sioux City. 

The outstanding success of point-of-pur 
chase promotions worked out by Successtul 
Farming and Better Homes & Gardens with 
retail outlets is due in large measure to the 
service characteristics of the magazines. 
The editorial content of both is built spe- 
cifically for people who are “in the market” 
for something for the home cor the farm. 
Editorial pages complement and supplement 
advertising pages, with 100 per cent service 
as the goal. Every word is dedicated to 
better living for nearly 5,000,000 urban and 
farm subscribing families 


Wood-Working Plant 
Added By Darling 

4 wood-working plant formerly owned by 
J. B. Hellenberg Company, Coldwater, Mich., 
has been bought by the L. A. Darling Com- 
pany, Bronson, Mich. It will supplement 
the firm’s plastic plant and foundry at 
Coldwater and the metal display fixtures 
factory at Bronson 
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Flapping fenders, shaking chassis and busy gnomes make 
Santa’s Jalopy Unit a window full of entertainment. 


THE BEST IN ANIMATION 


Crowds around a store window generally mean animation. 
Christmas time . . . Easter time . . . any time colorful 
animated displays are shopper-stoppers. 


For years Gardner animated units have appeared in store 
windows from coast to coast, a proven drawing power. 


for further information on this 
or any other type animated unit write . . . 


PTARDNER Agcheus 


| 
Retail Stores Division 
5001 Baum Bivd., Pittsburgh 13, Pa. 




















FOR NEW DISPLAY IDEAS 


CALL 


ABACOT 


ALGONQUIN 4-0944 


PREVIEW OF THRILLING ITEMS 


Showrooms, 60 E. 10th St., New York City 3 


ABACOT DISPLAYS, Inc. 


FACTORY, BEDFORD HILLS, N. Y. 








rat Ae 
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ANIMATED POINT-OF-SALE A-C-T-1-0-N 


For 1950 at Sensationally Low Prices 


The most remarkable low-cost turn- 

table ever designed! (U. 8S. Pat. 

2419014) 

@ No gears! No sparks! No oiling! 

@ Variable speed adjustment (2 to 30 
RPM 





@ All-steel base — Complete with cord 
& carton — Shipping weight 3 Ibs. — 
AC only—Price $6.95. 














No. 6 Dry Cell Motion Display Unit 
(Patents Pending in U.S.A. and Foreign Countries) 
@ Wide-are side to side motion! 

@ Varying length of motion arc creates “shimmy” and 
special vibrating effects! 
@ Size: 6" long — |" wide — weight 8 oz. 
Price $1.20 ea. less battery 





Perfect pendulum type 
imati with Ruckel- 


Also available for quick delivery shaus patented motor, 
P201 TURNTABLE—Work Tested—Rugged AC & DC — $2.35 ea. 
—Dependable—$ii.95 ea. P20IE Same as 4 
above with 110-Voit outiet on moving 
plate for superstructure lighting—carbon 
contact brushes—handsome—$15.50 ea Attractive quanti: discounts on any of the 
All operate on AC only items in this od. consultation on all dis- 
play problems. Send for literature. 

150 NASSAU STREET 


EARL PELLETIER timc: 





























Market Week 


DISPLAY PRESENTATION 


For The Display Director who is looking for imaginative 
display units: 


the largest showrooms in the country 
... full of new ideas in wood, papier 


mache, and plaster are at 


Victor Haida Displays Inc. 


149 West 24th Street New York City 11 
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PRODUCING EXTRA SALES 
AND PROFITS BY DISPLAY 


[Continued from page 78] 


tables, and shelves produces few extra sales 
| because its very principle confuses the cus- 
| tomer’s vision. Don't forget that a customer 


can not make an extra purchase of some- 
thing she didn’t expect to buy until she 
sees it. 

If the retailer will spend more money on 
the display medium, here are some of the 
actions it can take to produce extra sales and 
profits 

1. It can expose goods so that more traffic 
can see at least one of every item offered 
for sale 

2. It can expose them at an angle of 
sight as close as possible to the right angle 
to the sight of the moving eve 

3. It can expose them under conditions oi 
extreme color, value and texture contrasts 

4. It can surround each item with what 
corresponds to white space in a newspaper 
ad, so that traffic can see not only quickly 
but clearly. 

5. It can light merchandise with a con- 
trast illumination at least three times as 
intense as the general illumination of 
traffic aisles. 

6. It can expose as many items as pos 
sible on fixtures in order to illustrate visu- 
ally and instantly the customer use. If space 
does not permit exposure of every item on a 
fixture, display can dramatize one or more 
key items or best sellers out of a complete 
assortment, in use, on a fixture 

It can do all these things to make moving 
traffic see and buy more items in less time. 

Nor is this all that display can do. It 
can create the right kind of store and mer- 


chandise impression. 


Exposing goods clearly is still not enough 


| to produce extra sales in the least possible 
| time. 


Display can drive home that elusive 
quality of style rightness and good taste 
a quality that makes popular priced mer- 
chandise more desirable, or to put it as 
J. P. McEvoy did: “Display can take your 
mind off what you were thinking about and 
make you decide to buy something you prob- 
ably don’t need, with money you haven't got 
to give to someone you don't really care 
about.” 

But to do this, display needs more money, 
not less. 

Under decreased budgets there is no pro 
vision for research. And research pays off 
as proven by studies which our firm made: 

1. In one study we noted that a best sell- 
ing item did 20 per cent of the volume ot 
the entire department, but this item was 
given the same exposure space as all the 
slow-moving items. When we increased the 
display space of this best seller to 10 per 
cent of the entire space, sales jumped from 
20 to 32 per cent As a result, the store 
bought and sold more units of this best 
seller and profits for the department in 
creased by 4% per cent 

2. Another study explored method of ex 
posing assortments — one by price lines, 
another by types. We discovered that when 
we exposed by type, more higher priced 
items were sold than when we exposed by 
price Transactions, dollar volume, and 
profits increased 
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3. Another study indicated that main or 


heavy traffic aisles are not the “hot” selling | 


spots most of us believe them to be. They 
are really congested highways which might 
better be used to funnel traffic as quickly 
as possible into the far corners of the store 
It is conceivable that the ends of counters 
on main traffic lanes should not be used to 
transact sales at all but could do a more 
profitable publicity and selling job if they 
were used almost as billboards to publicize 
selling attractions going on in the depart 
ment or throughout the rest of the store 

4. In the department itself, our tests indi- 
cated that best sellers should be dramatically 
displayed at a point where the greatest 
amount of moving traffic could most easily 
see them — but that the actual transac 
tions should be made at another place in 
the department. This serves to relieve con 
gestion at the point of display and to pull 
traffic into the normally slower selling areas 

The subject of window display has been 
by-passed because it is apparent that the 
real job of increasing sales and profits must 
be done inside the store 

Time doesn’t permit historic proof to call 
to your attention the fact that the display 
profession can proudly proclaim its mid 
century accomplishment . . namely the 
creation of a new art form in store win 
dows. This new art form has created bril 
liant and profitable sales impressions. Be 
ware that cost consciousness does not de 
stroy this profitable art form. When you 
cut window display budgets and increase 
other publicity expenses, stop and think of 
these facts which have been unearthed by a 
recent traffic study made for the National 
Association of Display Industries by the 
New York university School of Retailing, 
during which the behavior of over four mil 
lion shopping pedestrians was observed and 
recorded 

Your window audience is composed of 30 
per cent men and 70 per cent women \ 
high range of 95 per cent of the men and 
92 per cent of the women exposed to win 
dow displays have been tallied as lookers 
or window readers. The median readership 
of window display circulation for men is 
19 per cent, for women 38 per cent It is a 
circulation opportunity not miles away from 
the store, but just a few steps away from 
the point-of sale It doesn't see a sketch or 
a photo of the merchandise, but the prod 
uct itself and it is each store's mar 
ket or it would not be in its neighborhood 

No other publicity medium can - produce 
such a high circulation opportunity every 
day of the year 

As was pointed out before, it is the one 
publicity and sales medium the retailer 
owns and operates himself 

His space ts actually tor tree, bookkeep 
ing procedure excepted But he can not 
expect this free space otf itself, nor the 
merchandise alone, to stop and impress 
moving traffic to the extent that traffic will! 
look at his windows instead of his com 
petitor’s We should note that all store 
windows in a trading area are competing 
with each other for the attention of the 
passing eye 

No one has yet constructed an acceptal 
vardstick with which to measure how 
should be spent on window displays 


will stop and impress moving trafh« 
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expressed beauty! 


displays beauty 


Beauty of form . . . beauty of finish . . . 
beauty of style . . . in every AMFCO 
mannequin. A combination that must 
speak well for your merchandise. Make 
it a point to visit our showroom during 


Market Week. 


Visit Our Showroom 


at 
American Model Form Company, Inc. 


38 Greene Street. New York 13. N. Y. CAnal 6-8259 














Room 724 


is the room where you will see the finest in botanicals. 


There are items for every need, pleasing merchandise 
at pleasing prices. Botanical is the line you want to 


see for a real Christmas treat. 


BOTANICAL 


DECORATIVE SUPPLY COMPANY 
31 SOUTH FRANKLIN STREET CHICAGO 6, ILL. 


rr er 
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Coming Soon! 


Fall and Christmas Showing 


OF 


NEW Display Fabrics 


AND 


Accessories 


Where? - - - HOTEL NEW YORKER 
Rooms 714 and 715 


When? - - - MARKET WEEK, JUNE 25-29 


(National Assn. of Display Industries) 


Don’t Miss It! 


218 WEST 47TH STREET 


Chicago: 127 N. Dearborn St. @ Los Angeles: 819 Santee St. @ Detroit: 424 Bok Bldg. 


/ssoctales Inc 


NEW YORK 19, NEW YORK 











CHROME METAL 
MOLDINGS ana FRAMES 


for every display and 
ecorative need 
199 popular designs — durable, 
aon-torniching. 
Write for style folder 
Jobber inquiries invited 


IRVING BERLIN & CO. 
719 Eighth Avenue @ New York 19, N. Y. 











USE THE 


Opportunity Exchange 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch — CASH WITH ORDER 








PERIOD COSTUMES FOR RENTAL— 
Interior or window display, 1806-1932. Wedding and 
other costumes, American and foreign. Fans, par- 
asols, hats, hosiery, shoes, infants’ and children’s 
wear, lingerie, bags, etc. Exhibited in large con- 
cerns in Boston, Rochester, Philadelphia and other 
A private collection 


MRS. ARTHUR C. BALDWIN 


4510 Osage Avenue Philadelphia 43, Pa. 


cities 








LOUIS RAFFEALLI 


3906 Bergen Line Ave. Union City, N. J. 
MANUFACTURER OF 
Artificial Flowers and Novelty Items for all Display 
purposes. Vines, Garlands, Sprays, Bouquets, Spot 
and Drop pieces 
INQUIRIES INVITED 














@ WHEN WRITING ADVERTISERS .. . 
PLEASE MENTION DISPLAY WORLD e 
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| However, I'd like to toss around the fol- 
| lowing figures to show you how much it 
costs to stop and impress the readers of a 
nationally circulated weekly magazine: 

This particular publication has a paid 
circulation of 5,286,391 according to the 
Audit Bureau of Circulation. 

One full page, full color insertion on a 
52 time contract costs $20,915... one week! 

A study made by the Starch Consumer 
Magazine Report shows that 460,130 women 
read this full page, full color advertise- 
ment. 

This adds up to a cost of $1 to stop and 
impress 22 women readers, or approximately 
4% cents per woman. 

When you realize that this reader is pos- 
sibly miles away from the point of sale 
you could reasonably conclude that the same 
4% cents per woman reader, per week, 
when spent on your store window circula- 
tion compares more than favorably with at 
least one known yardstick for measuring 
publicity and sales costs. 

Up to now, we have been discussing dis- 
play in retail stores from the retailer's view- 
point. 

Since there are advertising executives in 
the audience who prepare dealer helps for 
manufacturers, perhaps we should spend a 
few minutes discussing this phase of visual 
merchandising. 

First of all, may I repeat that your dis- 
play circulation opportunity is greater than 
that of any other publicity medium. It is 
worth much greater effort and investment 
than most advertisers recognize. I should 
now like to correct the impression that I 
may have created, that display is competi- 
tive with the other media. Display is of 
course correlative .. . but it does not de- 
serve to be the poor relation in the sales 
promotion family, particularly since it is 
the prime support of all other media. 

We made a survey of 100 department 
store display directors, asking them what 
they would suggest to improve the dealer 
helps supplied by manufacturers, and this 
is what they said: 

1. Most dealer helps do not come up to 
the standard of our own store displays. 

2. Too many dealer helps are not what 
we call displays. They are blown up maga- 
zine ads, mounted on 100-point cardboard, 
easel backed. We call these signs or posters 

- not displays. 

3. Too many dealer helps designed for 
window use are too small and too many of 
those designed for interior use are too 
large. 

In answer to specific questions relating to 
size, color, type, and style, this is what they 
said: 





Size: Dealer helps for windows should be 
approximately 6 feet high by 3 feet wide by 
12 inches deep. 

Color: We would like simple color 
schemes using no more than two colors on 
white, black or gray ground. 

Type: We would like no more than two 
different logotypes on any one display — 
one for brand, the other for the balance of 
the copy. We would prefer sans-serif let- 
ters in different weights and sizes rather 
than scripts and novelty types. We like 
| dimensional cut-out wood letters, or illumi- 
| nated lettering. 
Style: For the 





interior we would like 
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simple rectangular silhouettes rather than | 
For the window, we would | 
like displays that have a lot of dimension. | 
We like the use of new and interesting tex- | 


odd contours. 


tures. We like to have space provided in 
all dealer helps where we can put our own 
store name. 
which we can show the product; for ex- 
ample, shelves, platforms, pedestals. 


before scheduled use. 

These statements indicate that department 
stores at least are not satisfied with the 
dealer helps offered them. They also indi- 
cate that manufacturers are not getting as 
many showings of their dealer helps as they 
expect to get. In short, both those to be 
helped and the helpers are dissatisfied. 

The reason is not because of a scarcity of 
ideas or techniques. The reason is that 
there is not enough money appropriated to 
do the kind of job the manufacturer and the 
dealer want to do. As a result, department 
stores are snowed under with inappropriate 
signs which they don’t use because they 
don’t produce the extra profitable sales we've 
been talking about. 

So with one last parting thought, may I 
suggest that even while you embrace a new 
love, television, with novel affection, do not 
desert your first and ever-loving wife .. . 
display. While you drool over this new 
dame and wrap her up in buttons and bows, 
don’t neglect food and shelter for Mama. 
You're liable to wake up after the hang- 
over and remorsefully realize that she had 
everything television has and more. 

As a matter of fact, television will be 
only as good as its display. The only big 
difference seems to be that television will 


do its job every now and then, at a very | 


remote distance, while display is doing its 


job every minute of the day, right at the | 
point-of-sale on top of and in the drawer | 


of the cash register. 


Shipman Announces 
“Magic Window" 


An unusual addition to the line of mirror | 
display effects by Frederic Shipman Studios, | 


512 Fifth 
described as a 


York City 18, is 
Window”. 


avenue, New 
“Magic 


played seems to extend endlessly 
finity; then, as the observer moves in front 
of the window, the entire display 
before his eyes. 


Franchises are sold to one store only in | 
Greater | 
information on the | 
will be sent by Shipman 

| 


each city, with the exception of 
New York. Detailed 
“Magic Window” 
Studios on request. 


MARKET WEEK 
JUNE 25-29 1950 
FALL & CHRISTMAS LINES 


HOTEL NEW YORKER 


NEW YORK 


Of Display Industries 


We like places provided on | 


If the | 
dealer help is of an itinerant nature, we | 
should have it in our department one week 





As the | 
spectator first views it the merchandise dis- | 
into in- | 


changes | 
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NEW ... DIFFERENT... 


4 NOEL + 


Ce, Inte 


Blinker-Lite Div. 5 
136-138 E. 122nd St. 
New York 35, N. Y. 


NEW ... REVOLUTIONARY 


IN YOUR DISPLAY 


Now for the first time your 
dream come true with miniature 
BLINKER-LITES that: 

@ BLINK independently from one 
up to 40 or more LITES per 
string. 

@ BLINK as a unit. 

@ BLINK and remain lighted in 
any arrangement. 

BLINKER-LITES are custom built 

to suit your particulor require- 

ments and operate with or with- 
out a transformer. 


Jobber Inquiries Invited 


Complete Engineering and Manufacturing 


Service for Electrifying Displays 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 

POSITION WANTED POSITION VACANT 
USED EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 

* 
$3.00 Per Column Inch — CASH WITH ORDER 





DY-O-RUG 
FOR COLOR MAGIC 


The Perfect Dye for Display Purposes. 
Seves Time—Saves Money—£asy to Use. 


Get color harmony or renew worn, faded carpets 
without removing from floor. Also wool fabrics, 
draperies, etc 

Easily applied — Ready for use next dey — Pint 
covers 108 square feet — 14 colors. 


PRICE — All colors $2.29 pt. — Black $3.00 pt. 


HELMS CHEMICAL CO. 
BROOK, INDIANA 
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“LUSTRA-GLOW” 


PLASTIC SIGNS 


DIRECT... 
FROM MANUFACTURER 
TO you! 


®@ Eye-catching! Attractive! Yes 
there's tremendous display and adver- 
tising value and power in “Lustra-Glow” 
Plastic Signs . . . now availab!e direct 
from manufacturer to you at amazingly 
low cost. Require no ity... no 
upkeep ... yet reflect a radiant, magic 
glow that at holds it atten- 
tion. Use them on counters... in 
windows ... backgrounds ... as de- 
partment and directional signs. Com- 
plete range sizes and styles. 


lectricit 








We Invite Your Inquiries For: 
@ Lustra-Glow Plastic Signs .. . 


© All Other Types Plastic Signs, 
Letters, Emblems. . . 


© All Types Engravings .. . 


Specialists in Custom Work 
To Your Own Layouts 


YOUR INQUIRY WILL RECEIVE 
OUR IMMEDIATE ATTENTION 


UNITED PLASTICS, Inc. 


Dept. W STARKE, FLA. 
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wERES HOW! 


™ TIMELY TIPS 
aA FOR DISPLAYMEN 


QUESTION?? 


Do you want a wordless, yet tersely and 
powerfully told ‘Human Interest'’ story? 


HERE'S HOW!... 


Draw, or find in newspaper or magazine 
suitable illustrations. Lay on top of solid 
color Lithophane, and with a new razor 
blade, cut outline of illustration. Insert 
silhouette in water. Place on glass, and 
back up with Lithophane No. 51 and No 
128. Light behind it, gives intriguing em- 
phasis to your message. Inexpensive too! 
At your dealer, or order direct 
FAMOUS BELGIAN LITHOPHANIE NOW 
AVAILABLE AT ALERT DEALERS EVERY 
WHERE, or write for FREE CATALOG to 
GARRISON-WACNER CO 

2018 Washington Ave., St. Louis, Me 
ADLER-JONES CO 

521 8S. Wabash Ave., 
CAPPY & CO 

323 Bi'vd Of The Allies, Pittsburgh, Pa 
SHUR NUFF, ING 

24S. 6th St., 


Chicago, Ml 


Minneapolis, Minn 


OR WRITE DIRECT — FOR FREE CATA 
LOG, SAMPLES AND ANSWERS TO ALL 
YOUR DISPLAY PROBLEMS 


ISINGLASS VALANCE CO. 
5206 Tilden Ave.. Brooklyn 3,N.Y. 
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Nielsen States Flatly: 
| Display Increases Sales 
| As quoted in Advertising Age: “The 
| strongest positive statement on the value of 
point of purchase display yet made was issued 
| last week by A. C. Nielsen Company. The 
| marketing research organization at that time 
| made this positive statement, based on a ‘co- 
| operative special research study’ in the drug 
| stores included in its Drug Index: 
| “‘Display increases sales 41 per cent; non- 
display decreases sales 24 per cent.’ 
“It added : 
“Sales in the properly displaying 
a typical, nationally advertised brand increased 
41 per cent. Sales in the non-display stores 
went down 24 per cent on the particular 
| brands featured in the display stores In 
other words, the display stores divert busi- 
| ness from the non-display stores. 
“*The net effect of increased display effort 
| is frequently a gain in sales an average 
8% per cent sales gain in the particular cases 
studied. Only by knowing this can the manu- 


stores 
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facturer judge how much dollar effort to 
spend on display. The druggist who doesn’t 
tie in with national advertising campaigns on 
leading sellers risks greater individual loss — 
or stands to gain 41 per cent in his sales.’” 


Display Unlimited 
In New Quarters 

The new and modern showroom of Dis- 
play Unlimited, Inc., is now located at 818 
Biscayne boulevard, Miami 32. Principals 
of the firm are Daniel Rifkin and Morris 
Draluck. 


James Succeeds Hybarger 
At Leonard's 

Jack Hybarger, for many years in charge 
of display for Leonard Brothers, Fort 
Worth, has resigned in order to form his 
own display firm. He is succeeded at 
Leonard’s by John James, formerly first 
assistant. 








WES AUN WAGUNF Nott. 2... by Tupper 


‘Bonn in MACON GEORGIA, GRADUATED FROM 

LAMIER Hi SCHOOL AND UNIVERSITY OF GEORGIA 

WITH A 8.S. ED. DEGREE MAJORING IN FINE ARTS. 

TAUGHT SCHOOL FOR 2 YRS. MARRIED AND MOVED 

TO COLUMBUS IN 1936. FIRST DISPLAY 08 AT 

SILVER'S 5 & 10. HIRED BY KIRVEN'S IN 194] 

TO REPLACE A BOY DRAFTED, MAINLY BECAUSE \ 

OF WER ABILITY TO WEAR SLACKS & CLIMB —e ~, 
a 

Hf 


DISPLAY DIRECTOR - KIRVENS , COLUMBUS ,GA. 


// 


ime 
Succesven son 
KAMENSKY AS DISPLAY 
DIRECTOR AT KIRVEN'S 
IM JUNE, 1046. WAS 
DIVORCED 2% YAS AGO 


Hoppies: wea 13 
YA.OLD DAUGHTER, 
PAINTING AND JUST 
PLAIN LOAFING, HAS 


THE GRAND PRIZE In 
LENTHERICS RECENT CON- 
TEST- A TRIP TO PARIS, 











MAY, 1950 


Display People Guests 
On Television Show 

Robert Forest, Tom Scott and Marguerite 
Medwick, of the display department of B. 
Altman & Co., New York City, were guests 
on the television show of Ilka Chase re- 
cently. They created a display before the 
cameras and explained something of the 
nature of display work. 


Mechanical Man Elects 
Bob McEwen To Board 

A. R. (Bob) McEwen, president of the Ox 
Fibre Brush Company, has been elected to 
the board of directors of Mechanical Man, 
Inc.. New York City. McEwen has been a 
vice-president of the latter company 
September 1949. 


since 


Smith's Display Wins 
Independent Contest 

First prize of $100 in a contest sponsored 
for stores members of the Independent Re- 
tailers Syndicate has been awarded to Ray- 
mond Smith, Lichtenstein’s, Corpus Christi, 
Texas. 
Gault Resigns Position 
With Stevens, Chicago 

Arthur Gault has resigned as display di- 
rector for Chas. A. Stevens & Co., Chicago 
His future plans have not been announced, 
nor has his successor been named at this 
time 


Standard Cellulose Moving 
To Larger Quarters 


On June 1 Standard Cellulose & Novelty | 
at 476 Broome street, | 
New York City, will move into its new fac- | 
tory at 84-48 129th street, Richmond Hill, | 
The new plant will more than double | 


Company, Inc., now 


N. Y 


the firm's present manufacturing facilities 


Change Of Address 
For Ben Walters, Inc. 


Ben Walters, Inc., national distributor for | 
“Celastic” to the display and allied indus- | 


tries, has moved its showroom 
from 1649 Third avenue, 
to larger quarters at 125 West 26th street. 


Culver Now Situated 
In Masonic Home 
Irwin G. Culver, for many years one of 
the nation’s leading mannequin sculptors, 
is now residing at the Masonic Home, 
Utica, N. Y. 
Hasky Heads Display 
For Robinson's 
George Hasky is now with Robinson's 
Department Store, GlenBurnie, Md., as dis- 
play director. He formerly held the same 
position with Lee’s, Baltimor« 


General Display 
Has Open House 

Open house for displaymen in the Cin- 
cinnati area was held by Junius Fisher, 
head of General Display Corporation, Cin- 
cinnati, during May 4-5 
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20mm to 11/2” 


SANTA HEIM 
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MINIATURE GLASS | 
CHRISTMAS ORNAMENTS 


With hooks or chenile stems 


172” to 7/2” LARGE GLASS ORNAMENTS 


With hooks or wire stems wrapped in crepe paper 


Bells, Balls, Finials, Pine Cones, Ovals, Odd and Fancy Shapes, Canes 
(Standard and Pastel Colors or Colors Made to Match) 


GLASS DOUBLE NECK OR TWO HOLE BALLS from |" to 214" for 
Christmas Ball Strings and Garlands 


HIGHEST IN QUALITY — Lowest in Price 


See Our Exhibit at the DISPLAY SHOW, JUNE 25-30 
at the HOTEL NEW YORKER in New York 


SANTA NOVELTIES, INC. 


SAVAGE, MARYLAND 











and plant | 
New York City, | 


For Fine Manikin 
Refinshing and 
Distinctive Wig Styling 


SEE US 


MARKET WEEK 


cole. Wear.) 


WADISONIA 


America's Largest Manikin 
Refinishers 
64 WEST 25TH STREET 
25 WEST LAKE STREET 
INDUS. BOULEVARD 
FRAN 


NEW YORK 
CHICAG 
DALLAS 
PASADENA SA 


FACTORY-ON-WHEELS 

















BOICE-CRANE 
14" BAND SAW 


ingle and 8-speed bhack-geared 
models. Close balance and light, 
but strong, Textolite wheels per- 
mit twiee the speed of other 14” 
machines. Operates at 4,400 blade 
feet per minute. IDEAL FOR 
BUILDERS OF ALL TYPES OF 
DISPLAYS. Saws wood, plastic, 
Tekwood, Masonite, ete., to any 
shape — accurately and smoothly, 
eliminating the necessity of ex- 
cessive sanding. Long blade life. 
Strong one-piece welded steel 
frame. Wheels and blade, ex- 
cept at cutting point, entirely en- 
closed. Cabinet type base has 
sealed-off motor compartment. Blade guides adjust by 
a single control, with full safety, even when machine 
is running. Capacity: Blade to guard —13'4". 27” di 
work. Under guide 8%”. Blade Widths: 3/16", 4”. 
%”. 4". %". 15” = 15%” table. 
uphebuietebteteleledel tt tL ttt 


BOICE-CRANE COMPANY 


896 Central Ave. Toleda 6, Ohie 
Please send free literature on Boice-Crane 


[) Band Saws ) Jig Saws 


Name 
DO reneseeees 


Street_ 


City & State. 




















USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Columa Inch — CASH WITH ORDER 


| % W. 4TH ST. 





3 EXQUISITE SMALL FLOWERS 
For Show Case and Interior Trims 


Produce display effects impossible with regular 
lines of display flowers Unsurpassed beauty 


Tremendous Varieties in Stoc 
MILTON S. AHRENS, INC. 


Importers — Mfgs. — Exporters 
NEW YORK i, WN. Y. 
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Again Available 
Selectroslide Jr. 
PACKAGED 
DISPLAY UNIT 


Cooler, 500-watt 16-slide automatic 
projection in a distinctive modern 
cabinet. Requires minimum counter 
space, no operating attention. Ideal 
for window displays, sample rooms, 
Trade Show exhibits, or built in your 
own display. 


Complete with cabinet, projector 
and carrying case 


Sound can be added $3 60 


New development permits use of 

tape recorder with ALL Selectro- : 

slides for dramatic, recorded sales SPINDLER & SAUPPE 
talk synchronized to projector — 2201 BEVERLY BOULEVARD 
completely automatic. LOS ANGELES 4, CALIFORNIA 


SLIDE TITLING SERVICE NOW AVAILABLE 

















YOU SHOULD SEE... 


HOW 


REED and RATTAN 


WORKS WONDERS 
IN YOUR 
WINDOWS AND INTERIORS 


Stop in and say hello during Market Week at 
the Hotel New Yorker, June 25 to June 29. 
We'll be in Room 53! as always 


A. LUTZ 


3 West |8th Street & New York 11, N. Y. ® CHelsea 2-6264 
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DISPLAY IN ITALY 
(Continued from page 3:3) 


for the buyer, splendid tailors and men’s 
apparel, hand-made shoes and. handbags, 
mad hats, exquisitely hand-done lingerie, 
all types of high style decor and furnish- 
ings, breathtaking fabrics for gatments and 
the home, porcelains and glass, and so on 
and on 

No one seems to know just why this par- 
ticular little street is so chic. It is so 
narrow that two American automobiles have 
trouble passing each other and it doesn't 
lead anywhere (except perhaps to debt), 
but Via Monte Napoleone is the epitome of 
fashionable elegance. 

In discussing Italian displays, it is wise 
to start with the textile presentations — 
which are the most interesting and weil 
executed. 

Many of the fabric houses as well as the 
department stores, when displaying yard 
goods, use a variety of props, highly ori- 
ginal ideas and unusual presentations of 
the merchandise. A great majority, though, 
concentrate on truly beautiful draping jobs, 
depending primarily on the skillful han- 
dling of the material to create the desired 
effect and to attract the buyers 

The variety of draping is amazing. There 
are windows in’ which the draping is all of 
the puffed sort, others where it sweeps with 
unbroken folds across the background; 
many displaymen use the fabric (without 
cutting) to form figures, flowers, and even 
simple animals, the latter startling in sim- 
plicity but conveying the idea perfectly; 
using the whole bolt of material to build 
props of all sorts, and so many other com- 
binations and varieties as to be dazzling. 

The Italian displaymen make poetry with 
folds of materials. Not only is the handling 
of the fabrics exceptionally well done, but 
the carefully considered advance selection 
of the pieces for display makes most of the 
windows outstanding. Naturaliy only the 
most dramatic patterns and color combina 
tions of the most exciting new materials are 
used for display. 

They do artists’ creations of printed pure 
silks softly flowing over heavy satins or 
rich velvets which pick up and accent the 
important colors of the print. Next, an 
equally well-chosen accessory or two which 
either match exactly or harmonize beau- 
tifully with the shades being emphasized; 
then a lovely antique, object of art, a small 
table or chair of striking design, or one of 
the stunning Italian ceramics its added to 
complete the composition 

“But”, you say “What's different about 
that kind of fabric display? It's been done 
thousands of times before 

And so it has. However, the same notes 
of music used to compose one lovely con- 
certo may be used to compose another 
equally graceful, but entirely different from 
i fiyst 

In this instance, only the yard goods, an 
accessory or two, a decorative unit of much 
appeal, and perhaps a small sign or price 
quotation are used repeatedly by the many 
fabric shops in Milan as well as in the rest 
of Italy. But the displaymen continuously 
create windows with their perennial mer- 
chandise that are consistently arresting and 
real shopper stoppers. 

he secret is not only in the trite collec- 
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How can I do a more 


effective job of Business 


Paper Advertising— 


without using more money? 


ODAY many companies are 
faced with the need to promote 
new products and obtain more 

intensive market coverage without 
increasing advertising expense. And 
as usual Mother Necessity provides 
an answer—better media selection. 
In applying media to markets and 
coordinating advertising with sales 
plans, all investments should be 
made on the basis of verified circula- 
tion information in connection with 
dependable market data. 


The facts by which the advertising 
value of publications may be judged 
are given in the reports issued by the 
Audit Bureau of Circulations. This 
cooperative and nonprofit associa- 


SEND THE RIGHT MESSAGE 
TO THE RIGHT PEOPLE 


Paid subscriptions and renewals, 
as defined by A.B.C. standards, 
indicate a reader audience that 
has responded to a publication’s 
editorial appeal. With the interests 
of readers thus identified, it be- 
comes possible to reach specialized 
groups effectively with specialized 
advertising appeals. 


tion of 3300 advertisers, advertising 
agencies and publishers— 


Has established standards, definitions 
and rules that make it possible to meas- 
ure, evaluate and compare the paid 
circulations of published media. 


e 


Maintains a staff of experienced and 
specially trained circulation auditors to 
audit the circulations of publisher 


members. © 


Issues reports giving advertisers the 
factual information that is indispen- 
sable to economical and effective space 
buying. 

Included in the verified information 
in A.B.C. reports of business papers 
is a breakdown of the paid subscribers 
by occupation or kind of business. 
Thus advertisers know how much of 
the circulation goes to the specialized 
markets in which they are interested, 
can select media and write copy ac- 
cordingly. 

Other information in A.B.C. re- 
ports: How much paid circulation; 


how much unpaid; where the sub- 
scribers are located; what they pay 
for the publication; whether or not 
premiums are used; how many sub- 
scribers are in arrears; how many 
subscriptions are renewals. 

It is only when media is selected on 
the basis of such factual information, 
as provided in A.B.C. reports, that 
advertisers can be sure of the greatest 
value for their advertising dollars. 
That is why this business paper is a 
member of the Audit Bureau of Cir- 
culations. Ask for a copy of our 
A.B.C. report and then study it. 
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AS THE BASIC 
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For Faster, Easier 
Cutout Work 


e Cuts designs of any size 
@ No holes to bore 
@ Simple to operate 
@ Portable 
Quality Products for Over 58 Years 
Write for FREE Catalog! 
INTERNATIONAL REGISTER CO. 


2622 W. Washington Blvd. 
Dept. 550-W, Chicago 12, Ill. 


FOR ALL CUTOUT WORK 





| homes, 
| other such places. 
then fired, colored and glazed, they provide 


| type. 
| a huge 
| large 


| kind being displayed. The 








The Modern Display Trend 
is pot LIGHTED MOTION 


Model "712" 


Roto ‘Sho 


ELECTRIC SEO 


MODEL “712” ROTO-SHO's two-way, built- 
in electric outlet permits novel, self-con- 
tained lighting effects by means of sliding 
contacts, as well as operati of electri 
devices while the turntable revolves three 
times a minute—Lights turn with the table! 


There's nothing like “712” to revolutionize 
your window trim and make passersby 
buy! Sturdy. steel 
it carries up to 200 Ibs. 18” diameter turn- 
table. Allover height just 7". A.C. only. 


For winning action displays, write us for 
complete ROTO-PRODUCTS turntable catalog. 


GENERAL DIE & STAMPING COMPANY 
Dept. ©, 242 Mott St.. New York 12, N. Y. 
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tion mentioned above. Most important is 
the careful, artistic selection, previously wel! 
thought out harmonies, and last, but far 
from least, the artistry of the displayman. 

It is probably not necessary to add that 
the budget-minded are always delighted 
with this sort of display as it entails little 
expense, is effective, and provides mutual 
display benefits for the antique dealer or 
decorative furnishing house. 


The ceramics mentioned above are bor- 
rowed often and seen used as display props 
all over Italy. They are not the type we 
think of as table decorations or mantle 
decor. They are frequently quite large and 
each one is made differently and individu- 
ally by sculptors and craftsmen of great 
skill. They are for decorative purposes: in 
offices, hotel lobbies, terraces, and 
Formed of clay which is 


an effective and expensive looking prop and 
fill to a great extent the role that papier 
mache usually plays in the States. When 
bought or borrowed and used as an integral 
part of displays, these works of art are 
always of an unusually dramatic nature. 
When the fabric 
play props, they generally keep to the simple 
For example, one shop had for spring 
“Jack-in-the-Box” display idea. The 
box centered in the window was 
with a padded material of the 
interior and lid 
of the box were of solid color fabric; the 
exterior, a nice print of the type being em- 
phasized, a pure silk spring print. Emerg- 
ing from the box were four big spirals 
(like the springs in a toy “Jack-in-the-Box”) 
of heavy wire. At the end of each spiral 
was a delicate cluster of spring flowers in 
perfect complement to the print. Also com- 
ing from the inside of the box and draped 
attractively through the spirals was a selec- 


houses use specific dis- 


covered 


| tion of harmonizing solid color fabrics and 


combinations of the same 
print design being featured. At one side of 
the window a series of fashion sketches 
freely done on coarse artist's paper, and the 
story written on one of them, completed 
the picture. 


different color 


The fabric house of Galtrucco has several 
branches all over Italy. The most interest- 
ing of these is the new large store on what 
might be considered the Fifth avenue of 
Milan. This is a stunning modern store 
with very large windows. As it is essen- 
tial when selling yard goods to always have 
daylight easily accessible, these windows are 
without backgrounds. 

To solve the problem of preventing visual 
confusion in displays, Galtrucco uses a 
novel semi-backdrop — namely, a curtain 
of heavy rich fringe which stretches all 
the way across each window background 
from a height of 2 or 2% feet to the floor. 
It is a good staple gray and certainly is a 
most effective, smart, and practical thing 
for that bugaboo of a window where only 
fringe, 
of course, may be parted at any spot to 
facilitate reaching in the windows for quick 
removals and replacings of merchandise 
This seems an excellent solution particu- 
larly for the small shops, with only one 
or two windows, which depend on the win- 
for daylight and yet must have some 
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sort of background for merchandise and 
displays. 

All over Italy, almost without exception 
the little shops do surprisingly nice display 
jobs. It is due partly to the fact that often 
the owner himself must do the displays and 
he does it with affection as well as for 
selling appeal. Particularly in the smaller 
communities there is usually only one dis- 
playman, who sells his services to every- 
one and so one type of display is prevalent 
— and that good — because it is a very 
experienced man who does the work. 

These free-lance displaymen working for 
competitive firms run into some odd situa- 
tions every now and then, as it is easy to 
imagine. One of the funnier ones occurred 
in Mantova, a small city where a compe- 
tition for the best displays was held re- 
cently. The winner of the first, second, and 
third prizes was the same man, although each 
shop was directed by competitive manage- 
ments ! 

The competitions for display prominence 
are frequent, intense, and with generous 
awards offered by the textile industries and 
the ready-to-wear clothing manufacturers. 
There is a big contest with many lucrative 
cash prizes offered the displaymen and the 
stores, respectively, for the spring. It is a 
national contest sponsored by “Vetrina”, the 
National Board of Textile Industries, and 
individual textile manufacturers desiring 
some special new fabric advertised. 

Some of the sleek new smaller stores have 
the built-in type of display props that pro- 
vide a perpetual background for changing 
merchandise. One of the Borsalino chain of 
hat shops is a good example of this. It is 
a little jewel of a store on Via Manzoni 
near “La Scala” in Milan with a permanent 
display setting of a ramp type floor of 
richly textured and highly polished wood; 
a background of horizontal sections of the 
same wood finished in a different color; 
and a series of simply designed, staggered 
wooden hat hooks or racks protruding from 
the background. Although only a very small 
window, it is always striking. The lighting 
consists of carefully arranged spots. For 
chain stores such as this one, it is a very 
practical type of display; only the merchan- 
dise and the sign require changing. Most 
of the new small shops have the built-in 
type of display or such a well done back- 
ground that only a few props are needed 
for an excellent effect. These permanent 
backgrounds are always executed with a 
modern technique in rich textures of woods, 
marbles, mosaics, or tiled surfaces formed 
in simple harmonious patterns, 

One thing that is used profusely in Italy 
for display purposes is live flowers. They 
are far cheaper than artificial ones and 
very effective when used well. One elegant 
little women’s wear shop in Via Monte 
Napoleone had the entire floors of each of 
its two windows completely covered with a 
solid mass of fresh flower blossoms; the 
floors were ramps that slanted at a slight 
angle. The merchandise rose from this 
delightful carpet by way of white boughs 
and branches, also entwined with real 
flowers. One window featured white straw 
hats and gloves trimmed in yellow. The 
ramp was covered with yellow daisies, head 
to head. The other window contained a 
suit and all accessories, emerging from a 
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Ser COLORED SNOW 


{COLO-SNOW) 


Light as a Flower Petal 
15—Beautiful-Dreamy Colors 
Also -—— Snowy White Plastic Snow for Seasonal Use 


Packed in Bushel Cartons. Contact your Jobber or order direct. 


MALROS COMPANY 


Semples on Request. “The House of Colors” Box 289 - Dover, N. J. 





breathtaking carpet of brilliant orange. , 
There is something especially appealing in | 
the use of fresh blossoms. 

The department store display departments 
also use live flowers in the places where we 
are accustomed to see artificial ones. | 
Naturally the displaymen place them in po- 
sitions where they avoid the strong window 
lights and seem to keep the flowers fresh intial inkis: aeendenstnek akame aia aol 
by imbedding them in moist moss, and mak- we 
ing frequent changes im 

There is an ever increasing demand for 
manufactured props in Italy and there are A NEW MANIKIN SERIES 
several studios that do this sort of work. 
The unusual thing is that the manufacturers G&, PE 3 Wie ~ 
do an enormous business in renting dis- a G / A ; Wf 
plays, props and even mannequins. In the | ‘LA APeomme C44 URE CO 
big stores, most of the displays are made 
by the display department. The small shops 
in big cities and the stores in smaller towns | 


use the services of independent displaymen 
who -make their own props or arrange 
rentals and purchases D 


The large department stores operate rather . 
much the same as those to which we are FIRST SHOWING 
accustomed in regard to set-up, cooperation 


with the averting dearinent and bd FAST END GRAND BALLROOM 


gets. The windows cost from “nothing” up 


2 tats Seae'san™8h | | | HOTEL NEW YORKER - JUNE 25th-29th 


Roughly speaking, that is 
budgets are expected to increase rapidly as | 


Italy grows more display-conscious a 
Each important city in Italy has a very 3 F atta ) SPLAY FIXTURE: 
-ssive fair every year. They attract , ; 
“she 











Impressive 
great interest and huge crowds. The biggest . 

ones are international fairs on a small . 541 MARKET STREET SAN FRANCISCO, CALIFORNIA 
scale, ver) much the same as the New York MR. WM. E. KEHOE, exclusive Korrect-Way distributor 
and Chicago World Fairs \s the fairs 
grow larger every year, the competitive 
spirit increases and so does the quality of 
that sort of display 

Now that Italy is released somewhat from | are convinced of the importance of display 

war's | in Italy and its increasing value as time | 














the hampering effects of war and 


aftermath, the nation should commence to | passes E j ] 
verything for Display 


prosper. The natural outcome of this will 


be increased business and conseqnentty: a Lowenberg Joins ies: E Ye) ofete)” fale} Inc 


prosperous country. In the interest, en- ‘ 
thusiasm, and constant improvement dem- Mayer s, Baltimore 


onstrated in the nation’s displays may be Rudy Lowenberg, formerly at Wyman’'s, 
seen the evidence that the industries, stores Inc., has joined Mayer's, Baltimore, as dis- 
and shops, merchants, and the buying public | play manager 











DESIGNED FOR YOU... 
for Christmas 1950 


Specially designed for use in your Christmas 
displays, we have created an outstanding col- 
lection of wire specialties 


The cute wire tree is 50" high, with 3 glass 
shelves for merchandise 


Our representative will visit you soon 
or write directly 
DESIGN ENTERPRISES 
BEECH GROVE, INDIANA 
Designers and Fabricotors of Fine Displays 
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BRISTOL Of 
MOTORS 1) 
are Designed 
to Operate — 
in Any Position (© 


Bristol Synchronous Timing Motors are 
built to give trouble-free performance 
under your most exacting display require 
ments. TURNTABLES AND ANIMATED 
WINDOW DISPLAYS. Before you decide, 
see the new Bristol). . Higher torque . . 
more versatile . . more compact 
dependable . . complete customer service. 

For the facts write: 


(8) 
BRISTOL MOTOR Co. 
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Point-Of-Purchase Advertising 


By JULIUS R. TEICH, President* 
Superior Displays, Inc., Boston 


HAT 
ing ? 
thon 


is poimt-of-purchase advertis- 
I know of no existing defini- 
that every element of 
this complex advertising medium. Were we 
to ask what is newspaper, magazine, radio, 
television, billboard, car card, or direct 
mail advertising, the simple answer might 
very well be it is advertising in either 
newspapers, magazines, radio, television, 
billboards, car cards, or direct mail. How- 
that point-of-purchase adver 
tising is advertising at the point-of-purchase 
isn't sufficiently inclusive to 
element of this particular medium 

A display of lithography and merchan- 
dise in a retailer's window, a floor set-up, 
arrangement, an interior wall or 
showcase display are all examples of ele 
advertising of consumer merchan 
dise at the point-of-purchase 
however, many variations of this basic func 
tion, as 
which fall 


covers 


ever, to say 
cover every 
a counter 


mentary 
There are, 


well as other 
into the 
purchase advertising. 


diversified examples 
category of point-of 
We also find situations where even a win 
dow display can not be 
point-of-purchase advertising 
a window display 


actual 
For example, 


considered 


installed in an 
and amount to excellent adver- 
because of 


may be 
empty store 
pedestrian and 


should not be 


he avy 
trafhie, but it 

point-of-purchase advertising 
because it is far from the point 
Such an installation is simply 
good window display advertising 

In the Sheraton-Biltmore hotel in 
dence, R. L, you will find a window and 
showcase in the lobby which is the property 
of the Tilden-Thurber 
located several blocks from the 
concern uses both the 


tising 
automobile 

classified as 
removed 
of-purchase 


Provi 


Company, jewelers 
hotel. This 
window and showcase 
regularly for displays of its many fine prod 
ucts, but there is a time lapse between the 
advertising impression received here and the 
possible act of purchase several blocks away 
which does not constitute point-of-purchase 


advertising in the sense of the term 
The Gillette Safety 


1 visitor's lobby in its plant where there is 


pure 
Razor Company has 
a window booth and showease which always 
current point-of-purchase adver 
tising material and merchandise This does 
not constitute point-of-purchase advertising 
sold at this 
there for the pur 
pose ot keeping employes and visitors posted 


contains 


because no merchandise is 


point. The displays are 
advertising campaigns 
The New 


several 


on current 
Council maintains 
North and South 
Boston for the use of tts mem 


England 
windows at the 
Stations m 
You will find attractive window dis 
plavs here but they are not what one 


bers 
would 
They do 
build 


1! 


all point-of-purchase 
ot try 


advertising 
to sell merchandise but rather 
for the member 


restige company 


ow for examples of point-of-pur 
not directed at 


imers and do not sell actual merchan 


SOME 


advertising which are 


ub of Boston 


dise and yet fall into this classification : 

A wholesale drug and liquor house such 
as McKesson & Robbins in 
beautiful showroom and window display 
booth inside its building for the benefit of 
retailers who visit them personally. 
displays amount to 


Boston has a 


These 
point-of-purchase ad- 
vertising, but have the distinction of not 
being directed at consumers but rather to 
the retailer or middleman 

A window display in a bank and _ the 
display cards on their counters, advertising 
different services offered, amount to point- 
advertising. Here the aim is 
to sell an institution and its services rather 
than actual merchandise. 

We see ever so many examples of point- 
of-purchase 


of-purchase 


advertising at a 
carnival. The banners and placards adver- 
tising the events and side-shows, as well as 
the barker who tries to get you to patron- 


circus or 


ize his particular show by putting on one of 
the acts by way of a sample outside, en- 
ticing you to buy a ticket and come inside, 
utilize the elements of point-of-pur- 
chase advertising. 

The signs, 
front of a 


good 


banners and photographs in 
theatre and in the lobby are 
examples which fall into the same category. 
The “For Sale” or “For Rent” sign in 
front of a dwelling, business establishment 
or industrial plant is excellent point-of- 
purchase advertising 

The menu and display in a_ restaurant 
window is point-of-purchase advertising, as 
is the waitress passing table with a 
dish How often have we 
the restaurant table looking at the 
unable to decide what to order, when the 
walks by with a dish that looks 
and smells good and we order the same 
thing 


your 
savory been at 


menu, 


wattress 


The display of an automobile in a show 
without signs, is point-of- 
purchase advertising, although the one with 
the signs to help out is likely to 
Similarly, all merchandise 
which is visible to the eye in a retail outlet 
constitutes point-of-purchase advertising. 
The additional use of signs and mass pyra 
miding of such merchandise amounts to a 
much more effective use of this medium for 


window, with or 


more 


create a sale 


advertising purposes 

Even the tablet in front of a church an 
nouncing a sermon and the religious display 
on the lawn during the Christmas 


season 
point-of-purchase adver- 
army and navy recruiting trucks 
framed publicizing the ad 
vantages of the 
of the same thing 

The recent Chest X-Ray campaign utilized 
type of advertising 
cards of different sizes, 
window displays and X-ray trucks covered 
with banners and located strategically where 
people could enter and be X-rayed then and 
there The loudspeakers used on these 
trucks to get people to come in also amount 


are examples of 
tising. The 
with the signs 


services are also examples 


several forms of this 


There were posters, 


to point-of-purchase advertising 
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The pusheart peddler, the newsboy on the 
Street corner, the seller of chestnuts and 
novelties, the peanut vendor, all use the 
tricks inherent in this medium either by 
word of mouth, signs or demonstrations 
The boys who sell the hot dogs, ice cream 
and tonics at ball games likewise make use 
of the point-of-purchase. 

The cigarette girl making her way through 
a night club or hotel dining room, with her 
tray of neatly arranged smokes, is a part 
of this classification. The cigarette vending 
machine and all other forms of automat 
vending machines, with copy either on the 
machines or signs above them, are in them 
selves advertisements at the point-of-pur 
chase 

The device which was recently installed 
in a super-market to broadcast music and 
spot announcements, advertising products 
for sale in the store, makes excellent us« 
of this medium 

The many conventions and commercia! 
shows such as the drug, grocery, tobacco 
liquor, hardware, and candy industries con 
duct serve as excellent opportunities for 
this form of advertising to manufacturers 
wholesalers and retailers 


Long, long ago, long before the use of 


radio and television, newspaper, magazine 
or any other form of advertising, point-ot Sal 7 
purchase advertising was being used Yes, | es-conscious . Manhatten Mannequins, Inc 
even before the invention of the printing di | are creators of 
press or the use of money, when the system | isp ay managers @ FASHION FAIR 
of barter was the only means of carrying TO A ST i MANNEQUINS 
on any commerce whatever, point-ot-pur MANHAT TANI! @ MULTI-QUINS 
1-QUINS 
chase advertising was already selling goods ae ‘ . @ KIDD 
. . » because Manhattan Mannequins @ REGULAR WOMEN’S 


se Fa BS pee DERN a I TR RRL esa. 


I can picture in my mind's eye some vendor are sales-stimulating. FIGURES 
in the market place of a bygone age offer They’re the sweetest traffic-pullers you @ REGULAR CHILDREN’S 
ing some article for sale [ can see and ever saw .. . life-like poses, latest coiffures, MANNEQUINS 
hear him attracting customers by word of available in a variety of lines, all economically 

priced ta keep sales costs low. 
That's why stores all over America are pouring 

orders in for Manhattan Mannequins. 
Next time you order mannequins, 
make yours Manhattan! 


mouth and motion of hands. It is safe to 
conclude that point-of-purchase advertising 
is the very oldest form of advertising 
known, that it is here to stay, and that we 
ought to give it the attention and respect 
which it deserves (“MULTLFIT” Wigs are available 


Considering the different clements in on all our models) 


volved in the above examples, we may com 
up with the tollowing definition 


eee \\\IAIT\\ VAV\PUIIW ae 


of advertising which tries to sell either 
merchandise, services, or ideas to either Apia eet New York NY © GRamercy 3.3868 
manutacturers, wholesalers, employes, re 
tailers, or consumers, at any point where 
the immediate impulse to buy or take ad Witte for desesiptive Meretere or further laformation, 
vantage of the offer exists and can be grati 
fied This mediam of advertising may be 
oral or written, may assume the form of 


action and motion, may consist of lithog M Th ili i 

« e , Te " ¢ > « 

raphy, display cards of all types, merchan ore an a Million Now In Use! 

dise, people, and props of every kind and ons 

Quietiatlion ———— Many of America’s biggest and best-known department 
~ stores ‘es. and we're proud of the many, many 

The point-of-purchase is so all-inclusive smaller stores, too . . . whe 
that it can either embrace every other Display Merchandise Better, Protect 
medium of advertising or stand alone An Their Windows More Efficiently With 


ad in a newspaper or magazine when dis e 
played at the point-of-purchase becomes 2 
point-of-purchase advertising \ miniature 


billboard in a store window or on the in TRANSPARENT SHADES 


They’re modern and dependable. Custom made 
of retail outlet becomes point-of-purchase 7 ae complete with fixtures Ready for installation 


advertising. Radios or television sets when 
displayed and placed in retail outlets do a ; - ; 
point-of-purchase advertising job. Car cards ort ; : C J PLASTIC PRODUCTS CO. 

or direct mat! advertising pieces when used 1063 South La Cienega Bivd., Dept. 112, Los Angeles, Calif. 
or displayed at the point-of-purchase are 
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side wall of a super-market or other type 
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Write for free estimate, or see your distributor. 
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SPOTLIGHT 


Smallest Spotlight of its kind! 
Provides 500 Watt Illumination! 


Totally Enclosed — ongnsgr Sefe _ 
Completely Automatic — 6 C 

Celor Changes — Adjustable Beam Size 
ideal for Store Windows, Displays, Exhibits, 
Conventions, Shops, Theotre and Hotel Lobbies, 
Restavrants, Night Clubs, Cocktoil 4 





Send for Bulletin No. 471 
GoldE Manufacturing Co. 


1222-A West Madison St., Chicago 7, Ili. 
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now fulfilling a point-of-purchase advertis- 
ing function. 

Furthermore, the point-of-purchase can be 
used in conjunction with other media of 
advertising to their mutual advantage and 
improvement. All forms of advertising are 
good and all of them have their particular 
place in every campaign. Regardless, how- 
ever, of what media may be selected, the 
point-of-purchase should be in the picture 
at all times because it packs the final 
wallop in the campaign. 

Advertising at the point-of-purchase often 
reminds me of a prize fight. The champion- 
ship bout is on, and the boxers are landing 
punches — a left to the jaw, a right to the 
head, an uppercut to the chin, a telling body 
blow and so it goes on and on round after 
round, I regard the many media of adver- 
tising as comparable to the blows just de- 
scribed and consider the final knock-out 
punch by the champ the equivalent of the 
point-of-purchase where the accumulation of 
all advertising results in the article being 
bought. 

Those who sell point-of-purchase adver- 


| tising do not contend that it should be used 


to the exclusion of all other forms of adver- 


| tising. We believe that a well-rounded pro- 
|} gram is one which utilizes several ap- 
| proaches. I feel this way in spite of the 


fact that we have on file many examples 
of point-of-purchase advertising campaigns 
which were eminently successful although 
no other medium was employed. You 
realize, of course, that this procedure is often 
necessary because of a limited budget or 
lack of distribution, but I sincerely believe 
that if another medium or two were added 
the campaign would be even more successful. 

For example, last month we installed two 
sample test window displays with counter 


| display tie-ups in two Boston drug stores 


advertising the “Miss Cynthia Pattie Box.” 
This was a new product and had not been 


|} on the market up to that time. It was 


placed in competition with a popular and 


* well-established brand at the same price 


level, yet the sales results were rather inter- 
esting. One store sold 33 boxes in two 
weeks and the other sold 42 boxes in the 
same period. The competitive brand sold 
19 boxes in the first store and 17 boxes in 
the second store. This product was also 
placed in two other stores without the 
benefit of window or counter displays and 
sold five boxes in one store and eight boxes 
in the other. The established brand sold 
nine boxes in one store and twelve boxes in 
the other. Thus you see that the stores 
with displays sold much more merchandise 
than those without the benefit of displays 
This product had no other distribution at 
the time so that advertisements elsewhere 
would have been sheer waste 

Some years ago we installed five window 
displays in five key outlets in Providence, 
advertising “Blue Boar” tobacco. No other 
form of advertising was used and the five 
displays sold out, during the first week-end, | 
all stocks the stores had on hand as well 
as what the wholesaler had on inventory. 
These five stores, because of the window 
displays, sold more “Blue Boar” tobacco in 
two weeks than had been sold in Providence 
by all retailers during all of the previous 
year 

It is a basic principle of advertising that 
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a product must have distribution beiore it 
is advertised. This, however, does not 
apply to point-of-purchase advertising be- 


cause you can display your product in the | 


window and inside the store and do a good 
job no matter how few the outlets may be. 
In fact, this form of advertising can be a 
terrific aid in obtaining distribution. In 
this manner the product will enjoy sales in 
those stores which display and sell it long 
before the final distribution job is completed. 
When desired distribution has been achieved, 
the use of other media of advertising should 
follow. I consider this procedure sound in 
spite of some few examples to the contrary. 
There is no substitute for the fundamental 
approach to any problem nor are there any 
short cuts to a sound merchandising job. 
A product should be in retail outlets before 
other advertising media are used 

Some weeks ago I had my shoes shined 
in a shoe repair shop on Massachusetts 
avenue. There was a hand-made sign in 
the window and inside of the store which 
read “skates sharpened, 24-hour service”. 1 
inquired about the matter from the young 
man who was shining my shoes and found 
that this was his personal side-line. He 
had made the signs himself, using black 
crayon on white cardboard, and said that 
they brought him some extra earnings be- 
cause he did the work himself at home 
and at night. I complimented him on his 
knowledge that it paid to advertise, where- 
upon he told me an interesting story: 

On getting out of the army, he purchased 
a pair of roller skates which he had wanted 
for some years but could not afford until 
he had saved up some money The skates 
cost him $25 and were the finest that money 
could buy Some months later he found 
that he had to part with them because he 
needed some ready cash. He then called at 
several pawn shops in an effort to sell his 
skates, but the highest offer he received 
was three dollars. He felt that this was too 
much of a loss to take and decided that the 
least he ought to sell them for should be 
$12.50, which was half of what he had paid 
He brought the skates to work with him 
one day and asked the proprietor for per- 
mission to put them in the window with a 
“for sale” sign. In three days he had about 
a dozen inquiries. He asked for $12.50 from 
each prospect but all of them said that this 
was too much to pay for a second-hand pair 
of skates. On the third day a man came in 
who was glad to pay the price, because he 
had been looking for that exact type and 
was aware of the fact that they cost $25 
new. The shoe-shine boy got better than 
four times as much for these skates by 
placing them in a window with a simple. 
hand-lettered sign. He learned a lesson 
which it would do well for all of us to re 
member; Advertise and display that which 
you have to sell at the point-of-purchase if 
you expect to get people to buy 

The local Yardley of London representa- 
tive, Fred Fitzgerald, IJr., is still talking 
about the sample window display advertising 
the Yardley shaving bow! which we in 
stalled for him at Daley’s drug store in 
Harvard square, Cambridge The entire 
window was filled with Yardley shaving 
bowls, neatly arranged in pyramids and on 
pedestals, with a sign in the center of the 
window which merely stated “Yardley 
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MARKET WEEK 


JUNE 25-29TH 
HOTEL NEW YORKER 


ROOMS 738-739 


IT'S SMART TO START ON THE 
7th FLOOR and WORK DOWN! 


BE SURE TO SEE OUR 


XMAS LINE! 


FLAMEPROOF! 
TREES ... WREATHS .. . ROPINGS . . . ORNA- 


MENTS ... NOVELTIES . .. PLASTICS . . . SNOW- 
FLAKES ... SNOW... ICICLES . . . BEADS 
. .. HEAVY FLOCKED BRANCHES ... TREES... 


VISIT... “The House of Naturals" 


ARTS and FLOWERS* "nc." 


Manufacturers @ Creators @ Importers 
43 WEST 56TH ST., NEAR 5TH AVE. NEW YORK 19, N. Y. 


Reg. U.S. Pat. Off, 

















Yours For Better Display 


Flexible Sleeve Forms 


Simply slip these Goodman 

patent sleeve forms in the 

coat sleeves and the display 

is complete! Save yourself 

30 mineates on each coat 

form. and show the mer- 

chandixe better, too . . . 

for these sleeve forms make 

any coat leok its best. Only 

sleeve form made with open 

bottoms Sizes 36 and 438. 

Order a pair on approval 

A Superior Turntable today! , cage: 

Here is the turntable you've wanted. All steel, silver crackle finish, precision- 

made to last indefinitely. Revolves twice every minute, costs less than Mc 

a day to operate. Available in 3 models: Model No. 1-25 Ibs. capacity. 

Model No. 2-75 lbs. capacity. Model No. 3-250 Ibs. capacity. Guaranteed 
for one year. Write at once for details 


Palazzo Sleeve Form Mfg. Co. 


541 Sixth Ave. Phone: CHelsea 3-2057 New York 11, N. Y. 
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UH Displayed SY; Half Sold / 


And now the Merchandise Manager and the Display Manager can come up with the long- 
sought answer to the selling of more candle sticks and all types of furniture for the coming 
seasons through permanent, beautiful window and interior displays and place settings. 
Possible only by using... 


DE COEN DECORATORS’ 
CANDLES 
OF BEST WHITE BIRCH 


© Not affected by heat @ Perfect design, wax 
| @ Non-fading finish 

@ No droop, no wilt @ All decorators’ colors 
¢ © Last a lifetime @ Money-saving 


sf 
| Prices: (Per Pair) . . . $1.00 for 8", 10" and 12"; 
8. $1.35 per pair for 15° and 18". 


« ») & ») Order through your display jobber, or 


write us direct. Sample on request. 


G. P. deCoen, Inc. 


821 Washington Street, Newtonville 60, Mass. 
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Shaving Bowl, $1.00." This was the regular 
selling price and no special inducements 
were offered. This display sold 264 shaving 
bowls in one week's time. This is more 
than any independent drug store ever sold 
in a like period without the benefit of 
display 

The test of a good point-of-purchase dis- 
play is not how cute or pretty it may be, 
but whether it will sell goods. Some years 
ago we installed in a drug store window a 
beautiful lithographed display of a soap 
product featuring a gorgeous blonde with 
beautifully flowing tresses and school-girl 


| complexion. A record of sales was kept 
| during the life of the display Some time 


later the same location was used for a 
similar period, but in this installation we 
used a plain card, lacking illustration, but 
merely setting forth the name of the soap 
and the price. The last display sold better 
than twice as much merchandise as the first 
one 

Pre-testing of displays is an excellent way 
to determine the value of certain displays 
over others. Select test stores in different 
locations, but similar potentials, to deter- 
mine which displays sell more goods. Test- 
ing will take the guesswork out of many 
display problems and is a procedure heartily 
recommended to anyone contemplating a 
display campaign 

Everyone agrees that mechanical displays 


are superior to those lacking motion. 


Nevertheless, a test conducted recently for 


| a particular product in independent drug 
| outlets proved that the motion display was 
| a waste of the extra cost involved because 
| the dealers just simply did not keep the 


displays plugged in. Some types of retail 
outlets appreciate mechanical displays, al- 
though they cost the dealer something by 
way of the electric current to operate them, 
while other retailers are too “penny wise” 
to keep the displays plugged in. 

We have tested many displays in the win- 


dows of the H. E. Shaw Company at the 


Statler office building in Boston, and have 


| come up with some interesting case hist-ries 


proving the value of advertising at the 


| point-of-purchase. A recent window display 
| of a four-in-one combination screw driver 


sold 739 units in one week's time. A win- 


| dow display of the new Scope cigarette 


holder sold 47 holders in one day. 
Richard C. Pinney, president and treasurer 
of the H. E. Shaw Company is a staunch 


| believer in point-of-purchase advertising. 
| On November 2, 1949, he had the Pinkerton 


Agency people clock a window display we 


| had installed for him featuring a mechanical 


laughing man advertising Ronson lighters. 


Two checkers were used to keep a constant 


watch over this window between 8 a. m 
and 10 p. m. Their report shows that 7,270 
people passed this window during the day 
and that 4,110 stopped or hesitated and 
registered interest, amusement, and laughter 


| over this mechanical man's movements. Due 


to mechanical difficulties, the laughing man 
was removed from the window for two 


| hours. It was also a dull day and not too 


pleasant to be outdoors and yet people by 
the thousands saw this display 

It is a fact that people do look at window 
displays and that window shopping is one 
of our national pastimes. The smart adver- 
tiser should do his best to capitalize on this 
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basic urge and make it work for him on 
those brands he seeks to push. 

The point-of-purchase is the only medium 
of advertising that can be measured in 
terms of sales. This is a fact because there 
is no time lapse between the advertising 
impression and the act of purchase. Fur- 
thermore, impulse buying is possible only 
at the point-of-purchase. While the uses 
of point-of-purchase advertising are many 
and varied, its principal function is to move 
merchandise from retail 
hands of consumers. 

A recent display test in 
stores of nationally advertised brands 
against unadvertised brands showed that 
displayed products of unadvertised brands 
outsold nationally advertised brands which 
were not displayed — proving that display 
at the point-of-purchase is the answer to 
moving goods, 


stores into the 


several drug 


Many authorities have gone on record to 
the effect that the channels of distribution 
must be kept open if the economy of this 
country is to survive. May I suggest that 
one of the ways to accomplish this 
purpose is to advertise at the point-of-pur- 
\ manufacturer, through the work 
of either his own selling organization direct 
to retailers or through distributors and 
jobbers who in turn sell to retailers, man 
ages to get distribution for his merchandise 
Unless the merchandise moves from the re- 
tailer’s premises into the 
sumers, the manufacturer can not expect a 
This is where the 
chain of distribution 


basic 


€ hase. 


hands of con 


re-order for his goods. 
bottle-neck in the 
always occurs 

Does it not follow logically, therefore, 
that if merchandise well displayed is better 
than half sold, that the answer is to be 
found in this kind of activity? If a product 
is advertised in other media, you have an 
excellent opportunity at the retail level to 
strike the final and telling blow If there 
be no other media used, then advertising at 
the point-of-purchase is a positive “must” 

The alert advertiser should know that all 
window display 
equal value and, therefore, should try for the 
front or best window nearest the 
\s for the interior of the store, he ought to 
know that all shelf space does not have the 


space in a store ts not ot 


entrance 


same value, but that the eye-level positions 
are best. Where the counter, ledge, or show 
case is considered, the alert merchandising 
man should make it a point to study each 
situation to determine which location moves 
the most goods 

When self-service super-market type stores 
first came into being, many felt that point 
advertising displays would 
Time has proven the contrary to be 


of-purchase 
suffer 
true. Self-service type stores 
play and point-of-purchase advertising ma 
terial even more than the service type stores 
because the consumer waits on herself or 


require dis 


himself, as the case may be. In this type 
of outlet one comes in contact with store 
personnel only at the checkout counter ot 
special departments and is left to roam the 
rest of the store by oneself. Because human 
salesmen are lacking to influence purchases, 
it is doubly to have spectacular 
arrangements of merchandise with 
and pyramid displays here and there. Litho- 
graphed floor and wall displays not | 
add color to the store but actually help to | 


necessary 
island 


only | 
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HERE'S THAT MAN AGAIN—To Tell You 
More About 


“NATURALIKE” 


The First Choice of Value-Wise 
Display Men 


From now on you'll be using more and 
more grass mats for seasonal displays in 
your windows, on your ledges and 
islands. The gay colorings of summer 
merchandise show off to best advantage 
when placed in natural surroundings! 
Certainly nothing could be more appro- 
priate than the rich, verdant green of 
“NATURALIKE” Grass Mats! Closely 
trimmed, like popular Creeping Bent 
Grass, these super-quality mats are 
stitched to the backing every single inch. 


Fire-proofed to meet regula- 
tions. Mildew-proofed for pro- 
tection against dampness. For 
long-lasting good looks buy 
“NATURALIKE” Grass Mats. 


ALL SIZES READY FOR IMMEDIATE SHIPMENT 
3’ x 6 — 3’ x 15° — 3’ x 30° — 5’ x 6 — 5’ x 10' — 18" x 15’ — 18" x 30 
“TUFF-TURF” Sprinklings 


The new economical fill-in material for odd shaped spots difficult to fit with 


regular mats. Easy to re-use. 3 and 4 lb. cartons. Dyed to match “NATURA- 
LIKE” Grass Mats. Fire proofed and mildew proofed, too. 


Order your "NATURALIKE" Grass Mats and “TUFF-TURF” Sprinklings 
from your display jobber. 


MEMORIAL GRASS CO., Uhrichsville, Ohio 











to give you all these advantages 
@ Advanced Design © Waterproof 


. @ Fastest delivery on all 
© Permanent Anodized sizes with and without 


Finish lights 
Makers of the Famous CHAMPION Meta! Covered 
mouldings and frames in chrome and all metals. 
Large runs a specialty. 

Catalog on Request 


CHAMPION MOULDING MFG. CO. 


236 East 151s¢ Street + New York 51, N. Y. 
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PANEL-ROOM 


Hotel New Yorker 


@A FAMILIAR LOCATION 
Few steps from lobby 


@AN IDEAL SETTING 
The space is huge 


@AN OUTSTANDING LINE 
You be the judge 


COOK « MEIER nc. 


159-171 NO. MICHIGAN CHICAGO 1, ILL. 





PLASTIC HANGERS 


are impulse items! 





plastic oe This full size 17" Prods 
No. PMC. The same fine hanger as hanger has all the features of our de 
No. PBS with the addition of the luxe hanger less the extra weight. Avail- 
combination attachment for suits etc. able in striking Jeweltone colors of 
Nickle-plated adjustable clips. transporent virgin Polystyrene—Crystal 

clear, Red, Amber, Blue and Green. 


MANUFACTURERS 
“HANGERS — that's all” 


atncy Semple & Sons Ine. 


NORFOLK @ST., NEW YORK 2, N. Y. 














for _ CASTING SHOPS! | 


4 Make non-shrinking flexible molds in 


FASHION-RITE ¥ | t\g | minutes with ELASTOMER "185! 


Only $11.50 per galion 
HN ED ‘ ‘ ‘Sh 


505 Fifth Avenue, New York 17, N. Y. 





BORUSKI 
WIGS 





DISPLAY JOBBERS 
We solicit your ee for 


BAMBOO POLES MADAGASCAR 
RAFFIA STRAW MATS. 


RAINBOW TRADING CO., INC. 


20 Ferry St COrtiand 7-2939 New York City 7 














@ PLEASE MENTION DISPLAY WORLD WHEN 
WRITING ADVERTISERS 
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sell plenty of merchandise. Some of these 
displays, which may be life-size lithographed 
men and women, can be equipped with 
sound mechanisms that tell a story or de- 
liver a message. 

Stores that have put up modern fronts, 
where the old type window display space 
has been eliminated and the glass reaches 
to the floor, are using more and more win- 
dow display material. We find that a dis- 
play installed on the floor in front of the 
window, with a background which is no 
higher than 4 or 5 feet, is not only excellent 
advertising space but gives the entire store 
front a finished appearance which it would 
otherwise lack. Consumers can still see 
into the entire store above these displays. 
Window banners and posters publicizing 
specials can also be spotted here and there 
on the glass without obstructing the vision 
into the store — all of which is also on 
display. There just is no limit to the possi- 
bilities for advertising at the point-of-pur- 
chase if we but do some imaginative think- 
ing and planning. 

There has been a growing trend of late 
to decorate displays of related items. The 
pitch here is unselfish, more or less, on 
the part of the manufacturer who makes 
such display material available to the re- 
tailer. Experience has taught me, how- 
ever, that such a practice can be carried too 
far and end up with poor results for all 
concerned if too many items are used. In 
my opinion, five or six related items in one 
display should be the absolute limit. In 
spite of this lesson of experience, we find 
window displays loaded with merchandise 
consisting of 20 or more unrelated items 
that are confusing to the eye. 

We have clocked many window displays 
over the years and have yet to see a con- 
sumer stand before a heavily merchandised 
display and shop every item in it. The 
only effect of such a display is that it gives 
the consumer the impression that the store 
is loaded with merchandise. As for the 
advertising value of any one item, it just 
isn't there 

The only way to get advertising value out 
of window displays is to use a good-sized 


| centerpiece in the middle of the window, 


with side cards and blow-ups of the same 


| or related products throughout the rest of 


the space. This type of display has it all 
over the merchandise type in the same way 
that a full page back-cover magazine ad 
would have it over an ad in the same space 


cut up between twenty different items 


Six months ago we installed a test cam 
paign of 200 “Marksman” cigar window dis- 
plays in Massachusetts and New Hampshire 
for the Joseph P. Manning Company, which 
is worthy of mention at this point. Each 
display consisted of one lone box of cigars, 
a price card, and a poster on the glass 
Every window was decorated by pulling 
canary yellow folds of crepe paper, edged 
with flame red crepe paper tubes, from the 
four sides of the glass, back to the center, 
resulting in a perfect bulls-eye. 

These installations were different and 
compelled attention. Because of the deco- 
rative treatment, the consumer's eyes were 
forced to travel to the center of the window 
where the box of “Marksman” cigars sat 
proudly. Clarence D. Hunter, president of 
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the Joseph P. Manning Company, stated 

that the position of the box of cigars gave ” SHOW CARD and 
him the impression of a locomotive coming | 

out at him from a tunnel. On checking | POSTER MACHINE 


- saan —, _ —, hcg FEATURING: SPEED... SIMPLICITY Ure LOW OPERATING COST 
Ss obDtainec rom e usual cigar | bear Li 


type window display, we found that the one | 
box type display sold a greater number of | Used for over fifteen years by leading national chains. Many have from 50 to 500 or more in use. 
ras ona cae eae MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 

At this point it is well to discuss how 
national advertisers distribute point-of-pur- 
chase advertising material : 

1. Delivery by company representatives 

2. Installation by company representatives. | 

3. Delivery by wholesaler’s representa- 
tives. 

4. Mailed to stores (on request or with 
out request) 

5. Installation by professional display in- 
stallation firms. 

It has been a constant source of wonder 
to me why top management of some of the 
country’s greatest corporations appropriate 
tremendous advertising budgets and then | 
proceed to use the money ineffectively. They 
will pour millions into all kinds of media 
but overlook the point-of-purchase. Oh, | 
yes, they may spend a lot of money to buy 
point-of-purchase advertising material which 
either never leaves the warehouse or gets 
into the salesmen's cars, there to stay and 























finally be discarded. 
When will these leaders wake up to the | 
fact that to buy the material is not enough? 


When will they realize that the only way D | S$ p LAY E U | PM E N T co 4 

they can get any benefit from it is to have | e 

it professionally installed ? |BOX E-144 ADRIAN MICH. 
What a pity it is to see some of the | : 

most beautiful lithography thrown out and 

not used — either because the advertiser 

doesn’t know how to get it used up or be- e 

cause he did not appropriate the necessary aay: wbustacrat t 

funds with which to install the displays pro- 

fessionally. I have seen carloads of such | 

display material discarded because it had PRICE MARKERS 

become obsolete. 3y way of comparison, 

and to show how ridiculous such a condi- 


: é | ° Te a 
tion really is, may I tell you about some e 5 
comparable situations : m ad ft | g n I | e 








1. An advertiser, in cooperation with the 
advertising agency, spends $50,060 preparing Met , te 
art work and obtaining testimonials for a 
series of newspaper advertisements and de- 
cides not to go through with the campaign 
All the work has been done and the money 
spent with the exception of the actual in- 
sertion in the newspapers. They don’t place 
the ads because of lack of funds. The net | 
result is a $50,000 loss. ; 

2. An advertiser, through his advertising | ra , Available 
agency, spends $100,000 for a series of paint- Bright Caan or " Satin Silvertone finish '4" - 5/16" 
ings by famous artists, preparation of plates om “us. inane he ae a errr 
and copy for a magazine advertising cam- 
paign, and then changes his mind about manufactured by 
running them, with the result that this 
magnificent material does not reach the COMBINATION PRODUCTS co. 
magazines, which adds up to a $100,000 loss. 64-74 West 23rd Street « New York 10, N.Y. 

3. An advertiser works out a plan with 
the agency to have a series of shows on Select Salesmen and Jobbers Wanted 
radio and television. They employ writers 
and rehearse expensive talent, all of which 


Jn.” lee, aes Sas & vee te REDIKUT LETT ERS WINDOW DISPLAY 
put the shows on, resulting in a $200,000 loss. 'e Cut rdboar etters 
MATERIAL 


In the above three examples the cam- ee gc and peices. Zax "your ‘Dealer. 




















paigns did not reach the public. That is ex- THE REDIKUT LETTER CO. BECKER SIGN SUPPLY CO. 


actly what happens with much of the lithog- 
raphy and display material which is pro- 
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Full Round Light Wgt. Papier Mache Torso 
Form. Open or closed neck. For bathing 
suits, sportswear, etc. 
Krinkled Finish in White or Colors 
$10.00 Eo. 
Enameled Finish in Sun Tan or Colors 


$13.75 Es. 
QUENSELL DISPLAYS Inc. 
Y 


71-23 Austin St. Forest Hills, N 














A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 
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duced. Advertisers will spend a lot of money 
creating, producing, and buying it, and think 
that is all there is to it. Little do they 
realize that at this point their display ma- 
terial can not even be considered point-of- 
purchase advertising. May I repeat, it does 
that until it is in some window 
some fulfilling a point-of- 
advertising function. 

sources claim that at least one hali 
spent annually in this 
point-of-purchase advertising 
is closer to a 
followed 
carefully 
stand- 


not become 
or inside store 
purchase 

some 
billion dollars is 
country on 
Others claim that the 
billion figures are 
by a charge of waste I 
waste 
point of those making the 
that their reasons add up as follows 

1. The planners and creators of point-of 

advertising material do not know 
what the dealers want or need. 

2. They do not know how 
material is required 

3. Display material is used ineffectively 

4. Display material is not used at all 

The logical way to overcome these faults 
is to take good professional installa 
tion firm into conference at the very begin- 
ning of the planning. Those who have spent 
years in the installation end of the business 
know as much and perhaps more about the 
problems to be found at the point-of-pur- 
than almost anyone else. When you 
bring their practical knowledge of condi- 
tions in the field together with the best 
advertiser, lithographer, and ad- 
vertising agency can supply, and then con- 
duct a test showing before you start rolling 
you are bound to come up with 
campaign. 

Time and again it has been proven that 
anything which is worth doing at all is 
Any concern that spends 
money to purchase outstanding dis 
look to professional display 
companies more and more tor 
help in solving problems at the point-of 
purchase The practical experience and 
actual knowledge of men in this end of the 
business can be very helpful. Their counsel 
and guidance will spell the difference be- 
tween success and failure 


figure 
These usually 

have 
from the 
charge and find 


analyzed this Issue 


purchase 


much display 


some 


chase 


brains the 


nation-wide, 
a successful 


worth doing well. 
good 
plays should 
installation 


Advertisers should appropriate enough of 
a budget to make it possible to have the 
installed professionally Displays 
delivered run the risk 
This is true 
material. I 


displays 
which are mailed or 


being used. even 
retailer 


storekeeper 


ot never 
where a requests the 


know of a who recently re- 
quested and displays from six 
candy manufacturers. This dealer has only 
When installation time came, 
ked the one 


others. 


received 


one window 
he lined up the six displays, pic 
he liked best and threw out the 
The waste with this one retailer represents 
display 
firm 


a ratio of five to one of unused 
material Advertisers should set a 
in connection with point-of-purchase 
advertising material They make 
every display piece count for something 


policy 
should 


Installations handled by company or job 
ber representatives take up their time doing 
an installation job when it is sales work and 
calls that occupy them 
to prevent waste and get the 
display investment is to use 
professional installers and professional dis 
installation firms In this manner, 


more sales should 
The only way 


most out of 


play 
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every display is accounted for and is prop- 
erly installed according to specifications. 

In the light of 22 years’ experience in this 
field, it is my sincere conviction that profes- 
sional installation is the only ‘absolutely 
correct and scientific procedure to follow. 
If material is worth producing, then it cer- 
tainly is worth getting installed. An ad- 
vertiser should plan carefully, and in ad- 
vance of purchase, as to what will be done 
with the material. Money should be appro- 
priated at this time to install it profession- 
ally according to a quota, territory, and 
time plan 

Accredited display installation firms oper- 
ate as follows: 

A sample display is worked up and in- 
stalled in their studio booth. It is photo- 
graphed, and copies of the picture are sup- 
plied to the installers as well as to the 
manufacturer's representatives who will use 
the photos for the purpose of booking and 
checking displays. The professional installer 
follows the photograph and specifications as 
closely as is humanly possible in each outlet. 
Some latitude is necessary because windows 
and interior spaces vary in shape and size 

[he display installation firms do their 
best to live up to the original plan of the 
campaign. They install either from book- 
ings made by the client's representative or 
work from lists of locations. cam- 
paigns, the display companies select the 
stores according to quotas in different cities 
and towns. They strive at all times to get 
the best possible locations and do a pro- 
fessional installation job. The color and 
layout of the display material and merchan- 
dise, together with the general plan of the 
campaign, are determined in advance. The 
decorative materials used in this type of 
work include crepe paper, corrugated paper, 
metallic foil, leatherette and plastics. In 
fact, anything which enhances 
the display is suitable. 


On some 


decorative 


installation firms employ 
displays, because an 


Leading display 
checkers to inspect 
organization is only as good as its super- 
vision, Such firms now operate in all prin- 
cipal cities throughout the country and de- 
serve the cooperation of all elements of the 
advertising well as lithog- 
raphers and suppliers of all forms of point- 
advertising displays. 


profession as 


of-purchase 

My parting thought to you is: 
that the vast realm of advertising is both a 
profession and a business, that advertising 
and selling go hand in hand, and that the 
best advertisement which does not sell some- 
thing is not worth producing.. Furthermore, 
the final test of all advertising must be 
whether it makes cash registers tinkle. 
Now, if you will have this fundamental 
principle always in mind, you will never 
importance of the point-of-pur- 
it is the one and only medium 
which is closest to the cash 


Remember 


forget the 
chase because 
of advertising 
register. 


Pabst Brewery Host 
To Milwaukee Club 

Members of the Milwaukee Display Club 
met the evening of April 18 at the Pabst 
Brewing Company plant for a buffet dinner 
house. After a 
group was en- 
Opera Group. 


Ribbon” on the 
meeting the 
Florentine 


and “Blue 
short business 
tertained by the 
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CAN YOU AFFORD 
NOT TO MODERNIZE? 
[Continued from page 35} 
ternate estimates for items are requested by 
the architect to enable the owner to select 
one of several materials. 


Obviously estimates for all work—namely, | 


interior construction, fixtures, air condition- 


ing, signs, floor covering, etc. — shall be | 


secured before any single contract is award- 
ed. Only by so doing can the owner know 
the cost of the entire job before committing 
himself to go ahead. If the first estimates 
are too high the plans should be changed 
and new estimates secured 

Every contract is a legal document and 
should be prepared by an attorney and/or 
architect Although an oral understanding 
is binding, it is highly recommended that all 
contracts be in writing. The following 
should be included in every contract 

1. General Conditions: A series of stand- 
ard clauses describing the relationship be 
tween all parties. Among other provisions, 
they require the contractor to carry various 
forms of insurance protection, secure all 
permits, guarantee his work for 12 months 
and to cooperate with other contractors 

2. Scope of Work: The contract shall 
clearly indicate that the owner engages the 
contractor and that the latter agrees to per 
form the work as indicated on plans and 
specifications 

3. Payments: The usual compensation is 
10 per cent. The contract should stipulate 
how and when partial as weil as final pay 
ments are to be made. Usually these are 
based on the architect's certificates 

A minimum of two weeks should be al 
lowed between the signing of the contract 
and the date when work is commenced. This 
time is required to enable the contractor to 
verify all measurements and conditions at 
the premises. It also allows him time to 
award all sub-contracts and to secure all 
materials 

In this manner the merchant is able to 
continue his store's operation and to plan 
his sales promotion. Proper advance plan- 
ning will reduce the actual period of con- 
struction. With store rents as high as they 
are, every day saved hastens the opening 
date of the new store 

Like every other store promotion, your 


modernization can be trouble free or | 


troublesome The merchant who arranges 
the step-by-step operation with the aid of a 
capable architect can reasonably feel secure 
On the other hand, some retailers insist they 
know exactly what they want and end up 
sadder, if somewhat wiser 
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PLASTAR GLITTERTWIST 


PUTS SPARKLE IN YOUR DISPLAYS 


Suggestions for the many display arrange- 
ments possible with our six different style 
cuts. Only PLASTAR offers you this variety 
in the popular, easy-to-handle 344" width. 


METALLIC — Gold, silver, fuchsia, chartreuse, 
green, lime, red, equa, orchid, tight bive, 
medium bive, royal blue, purple, rose, light 
pink, turquoise, copper. 
FLUORESCENT — Red, green and amber 
PASTEL — White, pink, fuchsia, lilac, aqua, red, 
yellow, biack, medium blue No. 6, night bive 
No. 7, royal blue No. 19, pearl green, pear! 
red, pearl brown 
IRIDESCENT — Orchid, yellow, light blue, pink 
rose, white, light green, aqua, clear 
Available in safetybase plastic and 
flemeproof metal alloy. 
Offers endiess possibilities for window and in- 
terior displays and store decorations. Numerous 
combinations. Write for literature and somple 


Write for literature and sample 


UNION NOVELTY CO., Inc. 


38 W. 21st St., New York City 

















WE'VE MOVED! 
OUR NEW ADDRESS IS 


153 W. 23rd Street “i 


(Just opposite our former quarters) 


Now the fine plastic display fixtures we make have 
a handsome new home (offices, showrooms and all) 
worthy of their expert workmanship and up-to-the- 
minute design. 


DO COME SEE US SOON! 


LEO PRAGER, INC. 


153 West 23rd Street 
New York 11, N. Y. 
On Display ot N.A.D.1. Market Week 
Hotel New Yorker, June 25-29 — Room 529 











SALESMAKER 


WRITE for one of our eight-page 
NEW ILLUSTRATED COLORFUL BROCHURES. 


It gives you Proven Facts of how to 


INCREASE DAILY SALES. 


It shows pictures and names of 
25 outstanding firms. 


DEFINITE INDISPUTAELE FACTS — SUCCESSFUL RESULTS 


M O R / N =: L A PH A M 1775 Broadway, General Motors Bidg. 


INCORPORAT New York 19, N. Y. 
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thet 
your window displays against costly sun damage. 
GET 4-WAY SATISFACTION WITH 


“SUN-SHADES” 


1. PREE PERMA-SHADES 

The Sun Shade Co. is the only manufacturer to 
furnish Perma-Shades free of charge! Perma-Shades 
are narrow strips of the same material of which Sun 
Shades are made ¢ are permanently installed on 
window edges to prevent shifting sunlight from enter- 
ing your windews unfiltered 


2. Maximum Sun-Fading Protection 
Laboratory tests and actual usage tests prove beyond 
all doubt that Sun Shades offer the maximum in 
sun protection filtering out up to 99% of the 
ultra-violet rays of the sun 


3. Greatest Transparency Possible 
parency is the greatest yet achieved 
Fully patented, Sun Shades offer complete protection 
with the maximum in visibility. Shoppers see IN 
while the sun's damaging rays are kept OUT! 


4. GUARANTEED SUN PROTECTION 
Every Sun Shade is sold with an unconditional guar- 
Sun Shades are « quality product They are 
made of « material that will never, never fade-out 
that will give you years and years of trouble- 


Sun Shade's tran 


antee 


free sun protection 
THIS TRADE-MARK 
is YOUR 
UNCONDITIONAL 


GUARANTEE 
TEST BEFORE YOU BUY! 


your free Sun Shade samples. Then make 
Pin your sample on any piece of 
colored cloth, leaving some of the material unpre 
tected Expese these to the sunlight for 3 days 
You will then note that the unprotected areas are 
faded-out, while the protected area still remains the 
same color as when you started the test. Then you'll 
KNOW you save money by installing Sun Shades 


FREE: Send for Samples Today! 


Send for 
this simple test 
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Free sample of SUN SHADES 8 


ur brochure 


7 Please send 
8 and a copy of y« 
' 


: Store Name 
; Per 

7 

g Address 

; City State 


ee 


Jobbers: 


THE SUN SHADE CO. 


781 63-83 Che ‘ . vingten 11 
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Write for our proposition 


Mew Jersey 
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Contest Grows And Grows 


\ 711 H a total of 256 entries during ~ 
month of April in DISPLA 
WORLD’s international display con 
test, the grand total stood at 622 as of May 
l. Three foreign countries are 
sented in addition to the ten listed in the 
April issue, displaymen from Scotland, Italy 
and Ireland having submitted entries 
Selected as the best display entered during 
April is the one pictured “Tulip 
Time”, by Randolph H. Irwin, Sears, Roe 
buck & Co., Baltimore. The gold medal 
award will be presented to Irwin by R. ¢ 
Kash, editor of DISPLAY WORLD, at a 
dinner meeting of the Baltimore Display 
Guild on May 16. This display, incidentally, 
is installed in a window which is notable 
for being the largest display window in the 
world 

A number of inquiries have 
as to whether photographs entered in the 
contest would be returned when it closes on 
December 15. Unfortunately, this can not 
be done. All entries become the property of 
DISPLAY WORLD, and many of them may 
be published or put on exhibition after the 


more repre 


above, 


been received 


contest closes 

As explained in detail in the 
ment elsewhere in this issue, there are 102 
classifications in the annual Gold, 


advertise 


contest 


—Above is a display by Randolph H. Irwin, 
Sears, Roebuck & Co., Baltimore, selected as 
winner of the gold medal for the best display 
submitted in the contest during April. This 
porticular window is well known as the 
largest display window in the world— 


awarded 
best entries 
silver and 
displaymen 


medals will be 
year for the 
classification. Gold, 
plaques will go to the 
who win the most And each 
month a gold medal is awarded for the best 
display entered during that 30-day period. 

The great interest being shown in the con- 
test is indicated by the letters received daily 
concerning it. They come from all parts of 
the world express their praise for a 
contest offers displaymen tangible 
recognition of their ability. To quote from 
one just received from England: “There is 
no doubt that display personnel and their 
will benefit from this an- 
nual contest. It will stimulate displaymen 
to create and install better show windows 
and interior displays, and better display of 
course means better business for one’s firm.” 

On the whole, the calibre of the entries 
has been high and speaks well for the type 
of display found in contemporary stores 
Some of the most interesting have come 
from displaymen in a number of the smaller 
cities and show surprising ingenuity in 
getting good effects at a minimum of ex- 
pense 

Thus far gold medals for the best menthly 
entries have gone to the following: 

John Nugent, Halliburton’s, Oklahoma 
City (January); Elmer W. Diehl, The Bon 
Marche, Sacramento, Calif. (February) ; 
Solly Sollenberger, Neiman-Marcus Com- 
pany, Dallas, (March), and Randolph H. 
Irwin, Sears, Roebuck & Co., Baltimore, 
(April) 


silver and bronze 
at the end of the 
in each 
bronze 
classifications 


and 
which 


employers alike 
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VMG Program Completed 
For NRDGA Conference 

Louis A. Banks, display director for The 
White House, San Francisco, and secretary 
of the Visual Merchandising Group of the 
National Retail Dry Goods Association, 
will be chairman of the visual merchandis- 
ing session to be held during the mid-year 
conference of the NRDGA in Los Angeles. 
Dates for the conference are May 31-June 2. 
Banks will discuss “How Visual Merchan- 
dising Research Techniques wil! Increase 
Volume at Reduced Promotion Expense” 
Other speakers include: 

W. Arthur Gray, display director, Lans- 
burgh & Brother, Washington, who will dis- 
cuss “Preparing Proper Signs to Sell more 
Goods”. A representative of California Dis- 
play Industries will speak on “What Cali- 
fornia Display Means to You”, and Stanley 
E. Thompson, display director for The May 
Company, Los Angeles, will discuss “Store 
Planning for Decentralized Areas” and 
“Traming Display Personnel”. 

Twenty-three display firms from Califor- 
nia will exhibit at the Hotel Biltmore dur- 
ing the conference 

Ted Dexter, Carrata Mannequins, will 
serve as chairman for a motion picture 
forum designed to show how Hollywood 
techniques can be applied in retailing, while 
appearing as co-moderators on a_ session 
devoted to planning coordinated campaigns 
are Roger Pickett, display director for 
Rathbun’s, North Hollywood, and Frank 
Ackerman, Western Display 


Estimated 10,000 Visit 
Point-Of-Purchase Exhibits 


: ‘ i 

The annual symposium of the Point of | 
Purchase Advertising Institute, held in New | 
York City, drew a total of 10,000 visitors | 


to the 52 exhibits according to a spokesman 


for the Institute. It is the fourth year the | 


event has been held 

Among the speakers was Arthur H. Mot 
ley, president of Parade Publication, Ine 
and chairman of the board of National Sales 


Executives, Inc., who stressed the need for | 


testing point-of-sale ideas and materials be- 
fore proceeding with campaigns. He pointed 
out the waste involved in the use of such 
advertising in the past and asked for more 
practical research 

Six steps must be considered in order to 
get best results at the point-of-sale, accord 
ing to John E. Wiley, chairman of the board 
for Fuller & Smith & Ross; he listed them 


in this order: Study and research; planning | 


based on research; advertising based on 


plans and research; information to sales 


men and distributors about research, plans | 


and advertising; promotion of plans, adver 


tising and research at all focal points along | 


the line of sales effort; education of sales 


men and dealers on plans, products and 
specialized sales efforts; maximum use of | 


point-of-sale materials and helps at the re- 
tail level 


"Enchanted Birds" 


For Christmas 


“Enchanted Birds” made of metal lace are | 


being introduced by Dolores, Box 145, Cin- 
cinnati 6, for the forthcoming Christmas 
season. The birds are 8 inches in length 
and come in six colors. Details are avail- 
able on request 


LUSTRA-CITE 
INDUSTRIES, Inc. 
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See Lico’s Newest 
Offerings for Smart 
Display . . . at our 
Showrooms . . . at 


the Show! 
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BIGGER and 
BETTER.... 


LEADERSHIP 
DEMANDS 
EXPANSION! 


of Americo’s 
Leading Line 
of Plastic 
Display 
Fixtures. 











225 WEST 28th STREET 
NEW YORK 1, N. Y. 


PLANT: 2961 ATLANTIC AVE., BROOKLYN, N. Y. 





INEXPENSIVE BLA 
LIGHT strip lighting wil 
give your windows 


brilliancy of color 


different and s 

beautiful. Be the: 

first to use fan- 

tastically 

lighted 

displays. 5 Bel 


Also available in small units for shows 


case, ledge and counter displays. 


1950 CATALOG listing 130 different models 


and 46 products available free on request. 


BLACK LIGHT PRODUCTS 


67 East Lake Street 


Chicago 1, Ill. 


LARRY LR nar gh an Are BREN 














Display “sing Rp 
¢ Alumi. 
Foil, 


Expands 
num 
large 


and 


Pattern 


Moided into leaves 
“9d figure 


cur 


: : “A 

FOIL Versotile metal mesh 

decorative material, 12 colors and 

silver. 
Offers unlimited opportunities for the 
decorator. Flexible, easy to fashion, 
easy to cut. Your jobber can supply 
you. Ask to see samples of R-P Expanded 
Aluminum Foil; also samples of R-P un- 
expanded, and non-expansible aluminum 
Foil patterns. 


MPO. BY 


RESEARCH PRODUCTS 
CORPORATION 


1015 E. WASHINGTON AVENUE 
MADISON 10, WISCONSIN 


STAPLE —to save time... 
speed up production | 





T-32 GUN TACKER 


A many purpose tool replacing hammer and tacks 
at trigger rate speed. Shoot a staple wherever a 
tack can be driven. Ideal for mounting cloth on 
frames, tacking up placards, erecting displays, 
etc. Same machine takes a 3/16", 1/4" and 5/16" 
staple Loeds 150 staples $8.50 
Rustproof ‘Mone! 


Staples available 


P-22 HAND STAPLER 


places.’ ideal 
sealing bags, 
14 


for 
con- 
and 
$6.00 
and Canada 
ow 


“Reaches into hard-to-get-at 
tagging, labeling, wrappings, 
tainers and boxes. Same machine takes 
S16" staples. Loads (50 staples 

Slightly higher in the West 


Dealerships open write Dept 


Arrow Fastener Company, Inc. 


30-38 Mavijer St., Brooklyn 6, New York 
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IDEAS FOR FLORISTS 
[Continued from page 49] 


The last two sketches with this article 
demonstrate an excellent method of creating 
a most unusual effect, and also show ideas 
front for the modern florist 


for a store 


| shop 
France is the land of great contradictions, 

of contrasts between the ridiculous and the 

| sublime. Most florists’ shops carry signs 
| reading “Fleurs Naturelles” — that is, 
natural flowers in addition artificial 

flowers and “couronnes”, which are wreaths 

made of glass pearls. But almost all of 

these florist shops look grim, and the shop- 

finds that the loveliest flowers are 
bought the street corners and at the 
markets. But if a Frenchman is ingenious 
at all, he is very ingenious. For example, 
before the war in the Boulevard Montpar- 
there was a florist whose windows 
were crowd-stoppers. The flowers or plants 
in season were displayed in great beauty 
At the time of the azalea blossoms, passers- 
by could admire cascades of reds extending 
from a height of 6 feet or more down to 
the floor; tints and shades were separated 
or blended into the most subtle harmonies 
Another method followed was to arrange 
the plants in step fashion, as pictured in our 
drawing, resting on shelves arranged at 


to 


per 
at 


nasse 


an 
angle 

the 
store 


There is no reason why suggestions 
mentioned above for the in general 
could not be applied to the refrigerator 

li a more budget is available 
it might be an interesting treatment to have 


at 


generous 


two refrigerators lining the store wall 
some point, let the refrigerator project 
into the store like a conic peninsula, with 
walls and narrowing toward 


marble 
the center of the store 


white 


—Above is a cross-section of the display 

pictured below for an impressive mass display 

of flowers in which one color can be featured, 

or various shades blend harmoniously into 

each other. A suggested design for a mod- 
ern florist's shop is also seen— 


Some flower shops look like kitchens with 
too much white tile work. May we suggest 
that red brick walls be introduced or, if 
paint is applied, that darker shades of slate 
gray mixed. Anyone who paints will 
know that colors will come out more glor 
iously when set against dark backgrounds 
These dark backgrounds must, of course, be 
balanced; one white, pale green, or pale 
blue wall should maintained to avoid 
complete absorption of light by the darker 
walls. 


be 


be 


Mirrors, if used with discretion, may bring 
However, 
there is always a danger point created by 
the juxtaposition of the natural quality 
the flowers and the artificiality of 
mirrors’ reflections of the 
plain, modern mirror should 
to the antiqued type or smoked type 


good results in the florist’s shop. 


of 
the 
The 


preferred 


flowers 


be 


Shortly there will be new fluorescent 
lamps on the market which will bring out 
the warm qualities especially of the red- 
hues which have not fared well 
under the present fluorescent lamps. It will 
well worth while to watch for these 
new lamps, they will help. sell 
flowers; they light which helps 
the of the flowers. 


dish so 
prove 
because 

will give 


retain natural coloring 
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FIFTY YEARS OF 
AMERICAN DISPLAY 


[Continued from page 30) 


tions and its possibilities was realized by 
many. One of the first programs stressing 
this was that of the NADI during Display 
Market Week in New York City when Dr. 
Herman Brandt, head of the visual research 
laboratories of Drake university discussed 
the actions of the human eye when exposed 
to advertising and display of different 
This Market Week was the 
post-war event of its type and drew the at- 
tendance of 2,257 displaymen according to 
official figures of the NADI. 


types 


DISPLAY WORLD 


How Would You Create 
Distinctive Displays? 


first | 


Joseph Apolinsky of Loveman, Joseph & | 


Loeb, 
the IAD at a meeting held in conjunction 
with Market Week. Dues were increased to 
$25.00, but a few months later were de- 
creased to $5.00 and $10.00, the former if 
made through a display group and the latter 
if membership was applied for by an indi- 
vidual displayman. Attempts to arouse in- 
terest in the national association were prov- 
ing fruitless, however 

1947, metal, which was to 
so popular in display, began 
more prominence aboyt this time 

Manufacturers in the Angeles area 
sponsored a display market month in Jan- 
uary the convention of 
Southern Display Association took place in 


New 


become 
into 


tase 
coming 
Los 
second 


and 


Orleans 


sirmingham, was elected president of 


| 


the 


\ marked drop in display sales had been | 


noted on the firms in this field for 
time 


cautiously, 


part ot 
some 
shopping the market 
thoroughly, and in general were passing up 
items in the higher brackets. This marked 
trend was all the more noticeable coming 
rather sharply on the heels of the 
buying which had swept the field during 
the war years when so many materials were 
It was still the heyday for the man- 
nequin houses, however, and a single issue 
of DISPLAY WORLD contained advertis- 
ing for the following companies engaged in 
figure production: J. B. Williams, Ince., 
Wolff & Vine, Barrango, Zeppen-Field, 
Durable Display, Magnani, Allcock, Korrect- 
Way, Mademoiselle Mannequins, Greneker, 
Naegele-Horner, Carrata, Prisco Brothers, 
U. S. Mannequin Company, Mileo, Display 
Mannequins, National Art Studio, Display 
Equipment Corporation, Mayorga, 
Mannequin Corporation, and L. A 

The NADI Market Week held in 
Chicago with 106. firms exhibits 
Excellent attendance total 
of 2,981 displaymen registering according to 
NADI headquarters. After two years in of- 
fice George Silvestri retired as president of 
the group was Sylvan 
Freund, Decorative Plant Corporation, New 
York City. One feature of the Market 
Week was a report by Howard Cowee, New 
York university School of Retailing, on the 
research program he was carrying 
the National Retail Dry As- 
sociation 
time totaled 126 

Arthur Fraser, who had retired from 
Marshall Field & Co. in 1944, died of a heart 
attack Another old-timer, Jim Berg, 
killed in an automobile accident in Lowa 


Apolinsky 


wave of 


scarce 


Galos 
Darling 
was 
having 


was reported, a 


and succeeded by 


display 


out tor Goods 


was 


Joseph was re-elected presi- 


Displaymen were buying more | 
more | 


Membership in the NADI at this 


Here's how this Oak Table does it: 
Staining the Minic Table a deeper 
tone and whitening the graining 
accentuates the distinctive friend- 
liness and warmth of natural oak. 


Solid oak legs and oak plywood top 
assure the economy-minded dis- 


playman durability and long useful- 
ness. 


Size: 18" high, 20° wide, 36" long. 
Price: $45.00 f.0.b. New York 


For distinctive displays, mail your order today. 


Minic Display, 


Specify unit M-63 


503 East 72 Street 


Dept. A New York 21, N. Y. 


“Meonutfacturers and Designers of Quality Displays and Exhibits” 


© 1990 MD 








NEXT MONTH 
WATCH FOR 


DETAILS ABOUT 
the SENSATIONAL 


The STAR of the 
DISPLAY SHOW 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 

as 


$3.00 Per Column Inch — CASH WITH ORDER 








NETTING, MALINES, MESHES 
of Cotton, Rayon, Silk and Metallics 
for the DISPLAY TRADE 
New patterns for Spring and Summer featuring 
Pompomnette, Metaliino, and Rayon fish-net 
GRAND NOVELTY ASSOCIATES 


31 &. 27th St New York 16, N.Y 











Qc THERMOSTATIC 
Je 
FLASHERS 














NLY 
MITTEN’S 
LETTERS 


CHANGEABLE 
PINBACK 
SMOOTHBACK 
TRACK 
LETTERS 


MITTEN’S 
DISPLAY LETTERS 
2 West 46th St, New York 


OR Redlands, California 





| of the Sales Promotion Division. 

















Sparkling! Radiant! 
100% FIREPROOF 


GLASS FIBER 
NETTING 


Formerly 39'/2¢ yard 
NOW 29c yd. 


44 to 46 inches wide 
Choice of 14 Smart Colors 


A fabulously beautiful new ma- 
terial, Richer and less expensive 
than rayon or cotton nettings 
. « » ond SAFER, too, becouse 
it is FIREPROOF. 


Featured on the front cover of 
DISPLAY WORLD, March 1949 
; and in the windows of 
America's finest stores. Minimum 
cuts 10 yards. 


RADIANT 


GLASS FIBERS CO. 
11 W. 29th St. New York City 








DISPLAY WORLD 


dent of the IAD and tentative plans were 
advanced for a new organization which 
would succeed the former. It was thought 
that the lack of interest in the national or- 
ganization might be overcome if a new as- 
sociation could be set up. Accordingly, at 
the December Market Week in New York 
City the IAD was voted into extinction and 
a new group was organized under the name 
of National Association of Display Di- 
rectors, Its life was to be ineffective and 
brief. 

A strong campaign was begun to induce 
the NADI to use for display research the 
money which ordinarily went for entertain- 
ment at the various Market Weeks. This 
was accomplished successfully and later on 
the New York university School of Retail- 
ing was provided with several thousand 
dollars for such research, A committee 
from the NADI worked out the approach 
to the problem with the School of Retailing 
authorities, and Howard Cowee and _ his 
staff began work on the program. 

1948. The NRDGA board of directors 
voted to establish a display section as part 
Arthur 
Lansburgh & Brother, Washington, 
was named chairman of the Visual Merchan- 
dising Group, as it was officially called. 

The Southern Display Association met in 
Memphis and the California Display In- 
dustries held a Market Week in Los An- 
geles, while Point-of-Purchase Advertising 
Institute conducted a display symposium in 
New York City which was well attended 
and paved the way for an attendance of 
10,000 at the show held the following year. 
At the NADI Market Week in New York 
115 firms exhibited with a total registration 
set at 1,378. Shopping around was the rule 


Gray, 


| on the part of displaymen who were present 


and few orders were placed without a lot 
of comparison first. 

A display clinic planned by the National 
Association of Display Directors was can- 
celled after the lack of interest in the as- 
sociation became so apparent that it was 
clear the clinic would not be a success. 

DISPLAY WORLD's circulation reached 
an all time high of 15,500, indicative of the 
constantly growing interest in display on 
the part of progressive stores. 

A report was made late this year on the 
results of the first “pilot study” research 
sponsored by the NADI and the organiza- 
tion promptly voted additional funds to 
have the program continued and extended. 
The report was published in book form a 
bit later. 

1949. The emphasis on careful 
which had been very apparent the past year 


buying 
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became even more marked. Display budget 
cuts were reported more frequently and the 
more costly display props — such as the 
elaborate papier mache pieces which had 
been used so extensively in the past — were 
looked on with disfavor by displaymen who 
had to watch their expenditures more closely. 
A number of mannequin firms were affected 
for the same reason, plus the fact that al- 
most all stores had bought mannequins in 
considerable quantities during the past few 
years. More displaymen were turning to in- 
expensive props, artificial flowers, and sim- 
ilar decoratives, and this trend was to grow 
as 1949 progressed. 

The Southern Display Association made 
a last minute cancellation of the annual ex- 
hibit and conference scheduled for Atlanta 
when it became obvious that the attendance 
would be extremely small. 

Irving Eldredge, for many years with 
Macy’s New York City, was appointed as- 
sistant manager of the Visual Merchandis- 
ing Group. 

This year the NADI Display Market 
Week was held at the Palmer House in 
Chicago and L. J. Charrot, L. J. Charrot 
Company, New York City, was elected presi- 
dent. Some 1,789 displaymen were reported 
registered and the total attendance was more 
than 3,000. 

An idea of how the national advertiser's 
use of display had grown over the years 
was given by a statement of the sales pro- 
motion manager of General Foods Corpor- 
ation that his company had spent more than 
$1,000,000 for display during the past year. 

“Visual merchandising” as applied to dis- 
play—meaning that everything seen by the 
eye of the public in front of or within the 
store comes within the scope of the display 
director's duties — was used with increasing 
frequency during this year. Nationally 
known authorities in display stressed this 
angle of the profession in discussions before 
displaymen, merchandisers, advertising men 
and national advertisers. 

And thus came to an end the first fifty 
years of American display in this century 
A few still live who saw the days of gas 
lights and kerosene lamps in display win- 
dows and who had made their own fixtures 
from cheese boxes. They had seen the tre- 
mendous growth in the function of display 
and in the variety of materials and equip- 
ment with which it works. They had seen, 
too, a constantly broadening responsibility 
on the part of the displayman and _ his 
steady development to meet it. They had 
seen the evolution from window trimmers 
to visual merchandisers, with the display- 
man recognized as an important executive 
of retailing; they had witnessed the first 
steps in display research and the constantly 
increasing amount of technical knowledge 
made available to the profession and the 
field it serves. And having seen the steady 
development of this old, yet new, advertis- 
ing medium they could be confident that the 
progress made during the next 50 years will 
be on the same giant scale as that which 
went before. 

Displays by Dauman 
Changes Location 

Displays By Dauman has moved to new 
and larger quarters at 327 Fourth avenue, 
New York City 10. 
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JOBBERS ONLY! 


See the Country's Leading Popular Priced Line of 
MAY, 1925 


_iiles J. Beaumont, Dunkirk, N-Y> be- |] ARTIFICIAL FLOWERS---FOLIAGE---SET PIECES 
Buffalo; he succeeded E. Preston Browder, | for BACK to SCHOOL---FALL and XMAS 


who had resigned to establish a display 


service. | 

Emil Katz, of Katz-Charrot & Co., New At H t i McAIl H 
York City, sailed for Europe on a three- °o e pin 
month business trip. 34th and Broadway N. ¥.C 


J. Allyn Dean, The Crescent, Spokane, : 
won first prize for a contest promoting Na- (Consult Directory for Room) 


tional Forest Week. 
D. P. Smith, Falk Mercantile Company, JUNE 25th TO 30th, 1950 
Boise, resigned to take a position as display 


manager for B. F. Schlesinger & Sons, 
Oakland. = 


Springfield and Holyoke, Mass., display- 
men organized a display club. Officers ap- 227-229 Ori 5 
- rient Avenue Jersey City, N. J. 


pointed were, president, John B. Dorey, 


Court Square Store; vice-president, Harold | Creators and Manufacturers of Artificial Flowers for Window Displays 
L. Braudis, Meekins, Packard & Wheat; | 
secretary, A. Cohen, The Woman's Shop, and | SERVING JOBBERS NATIONWIDE EXCLUSIVELY 
treasurer, George F. Tibbetts, Forbes & 
Wallace. M. R. Hiller, formerly display 
manager for the J. R. Suilivan Store and 
for 15 years display manager for M. Katz 
& Co., both of Fulton, N. Y., joined F. A, 
Empsall Company, Watertown, as head of 
display, Sa Here are a few of the 
Emile Schmidt was in charge of display 
for R. H. Macy & Co., New York City, dur- 

















REMEMBERED 


ing the absence of Irving Eldredge, display N\ 
manager, who was on a lengthy visit to  \ u on FALL AND XMAS 


Europe. 


& LINES THAT WILL BE ON DISPLAY IN 


MAY, 1940 ROOM 524 
Jeo Genling,. Soomesly, 6 cheets 56 tie Display Market Week, Hotel New Yorker, June 25-29 
play for the Gree site binky: @ 50 in. Plaid e Taffet-ized Foil @ Wavy Stripe 


Simon & Co., was made display manager of 
the firm’s store on Fifth avenue, New York @ New Colors in Seamless e K -Pine 
City. Lawrence Vollmer, who had held the @ Pebbled Leatherette ¢ Taffet-izd Foil Ribbon 
latter post, took over display for the Green- Your Dealer can order these new lines 


wich unit ee f IN ADVANCE 


Russell Moore, Zollinger Harned Com- 
pany, Allentown, Pa., won first prize in a 
display contest sponsored by Kops Brothers. 

F. Rhodes was named interior display 
manager for Wm. H. Block & Co., Indian- 
apolis, under the direction of A. J. Roeder, 
display director. 

W. E. Mixon, formerly with the Kresge 
Department Store, Newark, joined the dis- 
play staff of Mandel Brothers, Chicago 

“Louisiana Purchase” opened on Broad- 
way, with sets and costumes designed by 


Tom Lee, display director for Bonwit PRICE CARD and 

Teller, New York City. DISPLAY CARD HOLDERS RUSTIC DISPLAYS — POLES 
Rudy Quensell, who was for many years Waenow YRRMMER'S TOOL SLABS — BRANCHES — BARK 

associated with Palmenberg’s, New York = Pet. . CEDAR ETC 

i i i i a . 


City, opened his own business in display Threads with your eyes shut 


Sa P ci » 4 vores iNI< Write for Mlastrated Price List 
— and equipment at Forest Hills, oo Sun bakes Wd ak ee aes RUSTIC 
. RUDOLF ORTHWINE CORP. 


A. W. Rabbitt, Brown-Dunkin Company, 503 W. 33rd St, New York 1, N.Y. 
Tulsa, won first prize in one classification ie 
of the National Notion Week contest. Other aie 
classifications were won by Ernest L. Ray- 
ner, Wiley Dry Goods Company, Hutchin- OPPORTUNITY . “PARKCRAFT™ co., Inc. 
son, Kan., O. Frederickson, Boxrud Com- possTian WANTED. posttiGn VACANT Phones: 9.4479 er 96163 


any, Red Wing, Minn., and V. M. Curto, USED DISPLAY EQUIPMENT FOR SALE 
C. Penney Company, Lansing, Mich $3.00 Per Column Inch — CASH WITH ORDER | | See oe 


















































NATIONAL HANGER 


presents 
“SILENT SALESMEN 
in the MODERN STORE" 
featuring 
New Rubber Insert Arm 


$95.00 complete 


STURDY METAL SKIRT RACK 
with patented base 


A very popular model Skirt Rack. 96 arms, all 
chrome. Sturdy and practical. For beauty of 
design and general utility this rack is unex- 
celled. With 7 x 11 card holder. Also made 
with slack arms for ladies’ or men's slacks 
NATIONAL HANGER CO., INC. 
253 W. 26th St. New York City | 
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FNO MEASURING * NO GUESSING ~ 


EASY TO USE © ECONOMICAL 


‘You'll be sure its the finest if it's a MULTI-FIT 
look for the trade mark . . . and be sure! 


Avoiloble ot ofl leading display jobbers, or write: 


Made from your negatives and 
photographs . . . or select from 
our list of original scenics! 


Complete service for cutouts, 
frames and translite boxes. 


WRITE TODAY FOR 
PRICE LIST 


561 Hillgrove Ave., La Grange, Ill. 


PEGS—SANDS 


Burlap Crash — Stones 
Wood Flakes — Kubes — Chips 
Cork Bricks — Walls — Sheets 


They give color and effect. Are novel 
and unique. Good for exterior and 
interior displays. It’s first choice in 
leading stores from coast to coast. Tear 
off coupon, paste on letter or postcard. 
eacccccccesccccenccccncsaccenacosccceccecesoccs 

Notional Sawdust Co., Inc. 

65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new 1950 FREE catalogue 
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City & State 





48 Week Professional Course 
in Display and Merchandising 


Learn how you can 
increase your income 
Write today for illus 
trated brochure and 
catalog No. 30 


3917 Montrose 
Heuston 6, Texos 


feather and feather 
school of design 
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DISPLAY WORLD 


—At the right, the background was in deep 
plum color; apparel by Jacques Fath. .. . 
Below, theatrical-type props in pastels were 
used for the opening of the new store. Gen- 
eral lighting was in light blue, the Fath gown 
spotlighted in a faint straw color— 


HI Ivey's, of Greenville, S. C., 
was formally recently with a 
ribbon-cutting ceremony by the city’s 

mayor and Ivey officials. The store is rather 

of the monolith type, but with applications 
of Colonial detail. 

Display window 
simultaneously to 
ques Fath 
devoted to 
garden 


new 
opened 


curtains drawn 
reveal creations by Jac- 
Four of the eight windows were 
Fath apparel, displayed in a 
setting involving  theatrical-type 
props in delicate pastel shades to emphasize 
the high-style fashions Pale blue lights 
were used the background, while the 
mannequins were spotlighted with a faint 
tint of straw. Cork in complementary colors 
covered the floor, making a sharp contrast 
for the 


were 


for 


accessories 


which is 
right, also showed 
Paris creations but displayed them in a 
home-like setting in which the principal 
props were a large crystal chandelier and a 
period chair, with matching pictures against 
a deep plum background. Accessories were 
accented with over-size orchids on the chair 
and on the pea-green floor 

All windows have three sources of light- 
ing: a row of ceiling flood lights near the 
plate glass for direct light along the entire 
front of the windows; four rows of fluo- 
rescent lights the entire length of the win- 
dow to use during the day to combat re- 
flections or to obtain desired effects by 


windows, one of 


upper 


Two entrance 
pictured at the 
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The New lvey’s, Greenville 


By ED WICKLIFFE 
Ivey-Keith Company, Greenville, S. C. 


using colored tubes; the entire ceiling is 
covered with metal egg-crating which is 
dropped about 18 inches below the fluores- 
cent lights and four spotlights that can be 
turned any angle are made a part of the 
egg-crate ceiling. 

The building itself is equipped with the 
latest air conditioning system and is win- 
dowless, except for the display windows. 
A constant temperature is maintained at 
all times, with the system automatically 
establishing the correct temperature inside 
the store after gauging the weather condi- 
tions outside. A combination of fluorescent 
and incandescent lighting provides illumina- 
tion far beyond that needed for normal see- 
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Talking Figure Stops Crowds 


*TALKING” mannequin drew atten- 


A tive crowds to the recent “Stop the 

Music” display at Strouse & Brothers, 
Evansville Dick Schmidt, 
ager, built the window around the figure ot 
an announcer standing micro 
phone, his eyes and lips moving as a public 
the 


display man 


before a 


address system broadcast store’s mes 


sage 
Spring 


styles by Clipper Cratt 


holding 


were 
mannequins musical 
and the 


nation-wide 


displayed 
instruments, window tied in deftly 
with a promotion by 
Craft for its new participation in the “Stop 
the Music” Ferns, flowers and “Sun 
tone” Koch 


props 


on 
Clipper 


show 


garden furniture by George 
Inc., Evansville, 


In creating the window, 


used as 
Schmidt used a 
woodgrain paper for the back- 
ground, and wooden strips and wallboard 
to make the music staff (8 feet in length), 
which was in black and white 

Only ceiling were used illumi- 
nation, with intense light playing the 
background Incidentally, the loudspeaker 
from the mannequin announcer was trans 
ferred chest to one of the 
head light switches for better results 

The record which promoted the “Stop the 
Music” tie-in was cut at WJPS, the local 
station carrying the program. This station 
also loaned the microphone for the window 


Sons. were 


brown-gray 


spots for 


from his over- 


In order to play the record over the “Exec 
a record-player was placed 
microphone of the unit in a 
During times when the 
was not playing, Strouse representatives ad 

the the 
coming mannequin 
the “Executone” 


system 
the 
room 


utone” 
facing 
side record 


libbed over system remarks 
the 
system permits two- 
the be 


sidewalk 


seemingly from 
Since 
mannequin 


conversa 


way communication, 


part of numerous 


| tions, in one of which a small boy proudly 


informed the amused audience that he was 
soon to be presented with a baby sister 


Management at Strouse & Brothers takes 
particular interest in display, both window 
and interior. The firm, which dates back to 
1868, opened its present handsome building 
in October, 1947, after the former 
was destroyed by fire two years earlier. 


store 


Esquire Merchandising Aids 
Increase Sales By Display 

A new line of merchandising aids, designed 
to increase sales of Esquire-advertised prod- 
ucts through the display of actual merchandise, 
said to be the first such ever offered by a 
magazine, was introduced in April by G. Allen 
Reeder, director of public relations and pro- 
motion for the company. The main features 
of the line, Reeder said, are the new Esquire 
“platform” display and statuettes of “Esky”, 
the Esquire trade mark. “The platform,” he 
said, “is designed to get merchandise out from 
under the shelves and in front of the counters 
where it can be seen and bought.” 

In the rear of the die-cut display a card- 
board facsimile of the magazine, opened to an 
inside page, stands up and holds a reprint of 
an advertisement in full, half and quarter- 
page sizes. In front a raised platform holds 
the item of merchandise in question. The 
platforms come in three depths; 15, 7% and 
4 inches. At the rear of the platform and to 
the right of the mounted advertisement stands 
a die-cut figure of “Esky”, 12 high, 
drawing attention to both the the 
merchandise. 

Reeder also announced the availability of 
another type of merchandising aid which acts 
as an eye-catcher and a means of achieving 
a close relationship between the magazine and 
the advertised product. It is a 9-inch-high 
moulded rubber statuette of “Esky”, with a 
slot cut in its heavy plaster base into which a 
card may be inserted carrying any copy which 
the advertiser and/or retailer desires. Copy 
on the base reads: “You saw it in 

The statuette is in color. 


inches 
ad and 


moulded 
Esquire”. 
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ing, besides the overhead and indirect lights 
Hundreds of spotlights, many unseen, give 
a dramatic effect throughout the store. 

The many departments have each been 
designed and decorated to suggest the mer- 
chandise they handle. Siding and floor cov- 
erings are skillfully fitted into the color 
scheme of the walls and ceiling. Materials 
such as redwood, oak and fir give an un- 
usual and pleasing effect. A “Cedar Closet” 
shop built from floor to ceiling with fra- 
grant cedar instantly impresses the most 
casual shopper. 

Another striking department is the beauty 
salon. The pleasing contours of the deep 
black-plum walls of combed fir contrast 
with the tomato-colored circular ceiling and 
give a feeling of the ultra-modern. The 
rotunda is equipped with modernistic fix- 
tures throughout, with individual styling 
booths a prominent feature. 

Another touch of modern beauty is found 
in the footwear department with its sculp- 
tured walls in a deep rose, with burgundy 
for contrast; this department is lavishly 
decorated with potted evergreen plants of 
various descriptions. 

Of practical value is the second floor 
ready-to-wear department’s layout. This 
has been so constructed to facilitate fashion 
shows, as well as to promote the merchan- 
dise. Almost no straight lines have been 
used, in order to create an irregular but 
pleasing effect. This eliminates the usual, 
conventional department store look — such 
as long, straight rows of counters. Skillful 
designing has made possible an easy, natural 
passage from one department to another on 
the same floor. No barriers are 
between departments, and the customer is 
made to feel that each department is a 
separate and individual shop. This is done 
by subtle furniture, delicate 
colorings, and flowing floor covering 
of the most exciting features of the ready- 
to-wear department is the French bridal 
salon; the spaciousness and indirect light 
ing, combined with the softness of the sculp- 
tured and mirrored walls reflect an atmos 
phere of luxury and make the bride, her 
attendants and their families feel at «¢ 
when selecting their apparel 


erected 


wall 
One 


use of 


asc 


Consolidated Edison 
Promotes Ray Martin 

The appointment of Martin as di 
rector of advertising has been made known 
by Consolidated Edison Company of New 
York, Inc.. New York City. Martin began 
has public utility career as a salesman with 
the Consolidated Gas Company in 1922 and 
director Fol 
New York 
1936 he be 
Edison's 
made as 


Ray 


a year later became display 
the mergers of various 
gas and electric 
came art director of 
advertising department 
manager of the department in 1942 
1946, In 1948 he 
of advertising 


lowing 
companies in 
Consolidated 
He was 
sistant 
and manager in 
assistant director 


became 


St. Louis Guild 
Holds Election 

Members of the St Guild 
met for dinner at the Grecian Gardens the 
of May 10, after which the annual 
of officers was held. Results of the 
are not available at press time 


Louis Display 
evening 


election 
election 
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WILLIAMS CORPORATION 


4 South Liberty Street 
Baltimore |, Maryland 


is interested in purchasing win- 
dow display materials — paper, 
cloth, flowers, set pieces, ete. If 
you sell jobbers and distributors, 
submit us full information con- 
cerning your line. (Photos, 
swatch cards, jobber’s price, etc.) 

















JOBBERS 


We specialize in Children’s Mannequins 
For particulars write 


WINDOW MANNEQUIN, INC. 


449 West 30 St. New York 1, N. Y. 














Cassidy Back With Blum's 
As Display Manager 

William J. Cassidy is once again display 
manager for the Blum Store, Philadelphia, 
replacing John Sims; the latter has not an 
his future plans. Sims, formerly 
Harzield’s, Kansas City; joined the 
following Cassidy's resignation last 


after 25 Blum’s. 


nounced 
with 

store 
with 


year years 


Swivelier Lighting Products 
Handled By Result Displays 

The complete line of Swivelier display 
lighting fixtures and being 
handled by Result Displays, Inec., 503 West 
33d street, New York City 1. This will pro- 
vide a central source of supply from stock 
for the display trade, and represents a move 
in line with the expansion program of Re- 
sult Displays to distribute a wider line of 
products in the display field. The company 
has been well-known previously for its lines 
of plastic garment hangers and plastic dis- 
play trays. It is reported that announce- 
ments will be made from time to time 


accessories 18 


as ad- 
ditional lines are taken on 


Fischer Joins Magnani 
As Sculptor 

For the past ten years with Mary Bros- 
nan, Inc., New York City, Walter Fischer 
has joined Magnani Mannequins, Inc., of the 
same city, as sculptor. He is presently work- 
ing on lines which will be presented by Mag- 
nani at the Display Market Week 


DISPLAY WORLD 


Formo Display Company 
In New Plant 

Announcement has made by Eddie 
Tubin, owner of Formo Display Company, 
that in the firm is now occupying its new 
quarters at 215 Front street, Burbank, Calif 

The new plant covers 20,000 square feet of 
floor space. When the new structure is com 
pleted, an additional $30,000 will have been 
spent on new equipment for development ot 
the plastic and spun glass display items the 
company is producing. 

The company has long been known for its 
“Formoselle” forms. Among the many 
items added to the line are spun glass rein 
deer, four different types of balls, stars, and 
two additional fibre and plastic Santa Claus 
heads in relief 

“The Burbank move,” 
afford more opportunity 
research this company is 
making in its search 
materials for its products.” 


Color Chart Ready 
On “Colo-Snow" 

Hy Malkin, of the Malros Company 
289, Dover, N. J., has prepared attractive 
color charts of the company’s new item 
called “Colo-Snow”. This is a plastic ma 
terial which has a snow-like appearance but 
comes in 15 colors as well as white. Colors 
include spring green, peacock pink 
light blue, rose pink, yellow, green, water- 
melon, blue-green, violet, magenta, blue 
golden vellow, dark green and 
“Colo-Snow” packed in 


been 


new 


Tubin, “will 
the 
continuously 
and hetter 


says 


for intensive 


for new 


Box 


blue, 


deep red 
1-bushel 


cartons. Color cards will be sent on request 


comes 


Batchelor Preparing 
For Reopening 

C. E. Batchelor, display director of New 
man’s, Enid, Okla., was in the Chicago and 
New York City markets during the latter 
part of April to purchase summer and fall 
props preparatory to the the 
store, which was severely fire 
in February. A complete 
scheme has been planned by 
the entire The reopening 
place about the first of June 


reopening o1 
damaged by 
decorative 
Batchelor for 
will take 


new 
store 


Wensel To Head Display 
For Peck & Peck, Chicago 

David B. Wensel has been appointed dis 
play director for Peck & Peck’s five 
in the Chicago area. He 
with Lord & Taylor and MecCutcheon’s, New 
York City, Halle Brothers and The Bailey 
Company, Cleveland, and also did free-lance: 
work in both cities. 


stores 


previously was 
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LOS ANGELES DISPLAYS 
FEATURE THE OUTDOORS 


[Continued from page 37] 


theric's Repartee perfumes at Robinson's 
The quotation was, “You are one-half 
woman and one-half dream”. The back- 
ground was a star-studded blue panel in 
which a circular shadow-box had been cut. 
The shadow-box was set off with an ornate 
gold frame. On the shadow- 
box was a mannequin, partly concealed by 
billowing clouds of spun glass. On the 
other side was a glittering castle—represent- 
ing the one-half dream. bubbles 
floated out of a giant champagne glass 
pended in the air. An arrangement of 
fume was in the foreground as can be 
in the photograph. 

“Make Mine Country Style” was the title 
of a series of ten outdoor windows done by 
Display Director Fillmore Lash at The 
Globe Department Store. In one window the 
seamless paper background portrayed, in a 
impressionistic style, typical 
ce untry scenes corm, a plow giant sun 
flowers forth. In the foreground a 
feminine mannequin, dressed in jeans and 
a plaid shirt, is dancing. A male mannequin, 
similarily dressed, plays a large papier 
mache fiddle. Small papier mache 
figures showed a city photographer snapping 
a picture of the cowboy who has just lassoed 


one side of 


( xlass 
sus- 
per- 
seen 


somewhat 


and so 


bass 


his girl friend. 

Another window in 
three children playing croquet 
background portrayed a country home with 
a lawn that seemed badly in need of mow 
ing. Shavings scattered the floor 
The lighting used in this window was 
rather interesting. According to Lash, the 
time is late afternoon,and the sun is going 
down. Filters were used on the lights which 
were grouped to cast strong 
give a lifelike effect of a 
this time of day 

The following are not illustrated 

The famed Olympic swimming champion, 
Duke Kahanamoku of the Hawaiian islands, 
turned designer. Silverwood’s is fea 
turing line of shirts, so Display 
Director Glenn Baugh did a colorful window 
at Silverwood’s-Downtown. A 4 by 8-foot 
tapa cloth panel was used in the background 
to help establish the Hawaiian theme of the 
Artificial Hawaiian foliage and 
natural bamboo poles were also used. Orig 
inal water color paintings and photographs 
of Hawaiian island scenes and of the Duke 
himself were also Two mannequins, 
dressed in the featured shirts and wearing 
colorful leis, were in the center of the win 
At the two barrels supported 
rattan shirt forms 
were placed 

Display Director Paul ¢ 
ized a mattress for the Robinson's “National 
Sleep Show Week” displays. The large 
foam rubber mattress and its matching box 


this series showed 


The painted 


were on 


shadows and 


scene viewed at 


has 


his sport 


window 


used. 


dow sides, 


woven trays on which 


Smith glamor 


spring were suspended at an angle inside a 
huge upholstered and tufted frame. A fancy 
satin quilt was gathered at one corner of 
the mattress, and a colorful woolen blanket 
was allowed to hang from the lower corner 
to the floor. The very simplicity of this 
window added to the glamorous effect for 
which Smith was striving and achieved very | 


effectively 


Its 
il 


tf 
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; TRANSPARENT SHADE CO. 


rr 501 N. Figueroa St., Los Angeles 12, Colif. § 
| 
i! 
|] name ttle 
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Complete Display 
Exhibit at 
CINCINNATI 


We maintain at all times a complete pre- 
sentation of everything new in foliage, 
flower and plant decorations and other 
display accessories. Visit our beautiful 
showroom in our own seven-story building. 


COMPLETE LINE 
of display decorations for seasonal use 
and special events. Our Fall line now 
ready. Our salesmen can be of great as- 
sistance to you. See them when they call. 


Visit our exhibit at 
JUNE MARKET WEEK 
Hotel New Yorker, June 25-29 


Flowers-Foliage 


GENn€RAL 
DISPLAY 











SHOPPER STOPPER 


<> Bullock's, L. A. used 
DIXRAY activated by 
orchid spot lights to 
help seil hosiery. 


NEW FLEXIBLE-ROUND 
DAYLIGHT FLUORESCENT 
for lettering or display design 
* 4 RADIANT COLORS 
cerise, red-orange 


le 


*® QUICK — INEXPENSIVE 

100 ft. coil DIXRAY 1 color (f.0.b. LA.) $15.50 
20 ft. TRIAL OFFER (post-paid, cash with order) 
$3.30 


FREE DIXRAY sample and folder showing kit 
for quick-forming script lettering and many 
new profitable display uses. 
Write...Dixray * Western Lithograph Co. 
600 E. “srbaetes | St., Los Angeles 54, Calif. 
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COMPLETE— 
READY TO USE 
FULLY GUARANTEED 


@ 12-inch Sturdy Steel 


Box Hermetically 

in Oil — Never 
Lubrication 

@ Electric Motor Perma 

nently Oiled — Wick- 
Fed Sleeve Bearing 

@ Fan Cooled for Con 

tinuous 24-Hr. Operation 


Speed: | Revolution in 20 Seconds 

6-Ft. Cord. Ready to piug in any 110-Voit 
60-Cycle Wall Socket 

Complete with Mounting Ring — Ready to 
Install Instantly in your own Display 

Sent Complete with Instructions and Ideas 
for increasing Size of Table to 6-Foot Dia 
meter -—- plus Instructions for Building Re- 
volving Displays that Take Extra Heavy 
Loads 


@ Shipping Weight, 5 Pounds 





Order by mail — Prompt delivery 


ELECTRONIC SALES CO. 


DEPT. DW-4 


54244 North La Cienego Blvd. 
Los Angeles 48, Calif. 











| ber per month has been installed 





WOOD LETTERS 


For 
top 


o3} CLARE Rivet S.f 


thot recessed window 
Plastic rope supports 
letters on blonde oak. 


Trade Marks Reproduced 


Dist AY Cras I 


} is electronically 
|} perature, 


| in the wood plant,” Mendle announced 


| machine 
| of the 


. Wood base ond 
Colored 


GRAND RAPIDS 6 MICK 


DISPLAY WORLD 


AMERICAN'S NEW PLANT 
[Continued from page 88) 


receiving 
railroad 


van trucks, over and above 


available The two 


trailer 
areas, are 
sidings serve 16 railroads going to all parts 
of the country 

“More than $1,000,000 of 
tools will be installed in the new 
making it one of the most complete in the 
Mendle added 
wood plant, a two-section dry kiln 


equipment and 
plant, 


country,” 
In the 


| with a capacity of 100,000 feet of dry lum 


This unit 
controlled for proper tem 
pressure, and humidity 

“Efficiency of operation has been furthet 
increased by the installation of a levelator 
“The 
levelator which is set 24 feet in the ground 
is so indexed that the board is always at 
regardless of the thickness 

lumber.” Other 
plant includes a full 


height 
equipment in the 
complement © 
auto 


wood 


automatic rip saws, automatic cut-offs 


matic shapers and lathes, molders, tennon 
ers, automatic tongue and groove machines, 
hydraulic laminating water 
wash spray booths for painting 

A new tube mill which is capable of fab 
ricating 60 feet of metal tubing per minute 
for fixtures and store furniture has been in 
stalled in the plant’s new metal shop. This 
machine can produce 4 to 2%4-inch outside 
diameter tubing from .035 to .095-inch wall 
thickness at the rate of 20,000 feet per eight 
hour shift 

Other equipmént in the metal plant in 
cludes two large automatic chrome plating 
smaller automatic unit for 
work; complete range of 
small arbor presses to 
complete compleme nt 


presses, and 


units and one 
chrome plating 
punch presses 


250-ton capacity units; 


irom 


—Above, left, Milton D. Mendle, chairman of 

the board and founder of the American Fix- 

ture & Mfg. Company. . . . Upper right, 

Alvin M. Mendle, president of the firm. .. . 

Below, a new tube mill which is capable of 

fabricating 60 feet of metal tubing per min- 
ute for fixtures and furniture— 





of tubular bending and forming machines ; 
numerous screw machines, turret lathes, 
drill presses, spot and other welding equip- 
ment; 60 polishing and buffing machines 
plus 12 automatic polishing and buffing ma- 
chines; complete tool shop with a comple- 
ment of machinery to produce ali tools and 
many of the machines used in the plant. 

In the “Korrect-Way” Division's 
quin shop there will be a sculpturing studio, 
mold shop, and all equipment necessary for 
the new production of figures 

The new air-conditioned office building 
will be completed about September 1, of this 
The first floor will be devoted to of- 
the second floor for 
showrooms, and accounting. 

Founded in 1908 by Milton D,. Mendle 
a factory of 15,000 square feet and with 20 
employes, the company has expanded stead- 
ily. It is expected to employ more than 1,000 
people after the new plant is completed 

In 1908 the company’s products were metal 
and wood display fixtures, forms and show- 
cases which were sold on a direct basis to 
small retail By entering the mail 
order business in 1911, the company 
lieved to have the first display 
manufacturer to sell by this method. This 
system of limited national distribution was 
for almost five 


manne- 


year 
fices, with customers, 


stores 
is be 


become 


continued 

The original plant was destroyed by fire 
in 1915. A building at 1009 street 
was acquired at that time and an acceler- 
ated distribution plan 
through wholesale dealers. This plan was 
so successful that in January, 1919, 
ditional 60,000 square feet of manufacturing 
space Was acquired 


years 
Lucas 


was accomplished 


an ad 


A new selling organization was developed 
around the wholesale dry goods jobbers and 
manufacturers in 1920 of 
organizations carried company’s 


Salesmen 
the 
line in conjunction with their own merchan 
This, coupled with the recognition of 
the value of display retailers, made it 
necessary for the company to expand once 
more by an additional 30,000 square feet 

In 1929, the “Korrect-Way” Division de 
veloped a mannequin which lent itself read 
ily to mass production and in 1934 the com 
pany purchased the six-story building at 
2300 Locust street 
plated 


shoe 


these 


dise 
by 


furniture for department 
store added to the 
pany’s products in 1936. The 
ceptance of this furniture prompted the com 
to seek broader outlets and two years 
later “Chromcraft” kitchen dinette 
furniture introduced 
plated furniture for general commercial and 


Chrome 


and shoe use was com 


favorable ac 
pany 
and 
was Recently chrome 
office was added 
Management of the 
changed during its 42-year history. Milton 
1). Mendle remained until 1941, 
when he became chairman of the board and 
Alvin M. Mendle was made president. Other 
officers and members of the man 
agement are: Peter Schott, Jr., 
dent. “Korrect-Way" Division; Irwin ¢ 
Keefer, vice-president and manager, “Chrom 
craft’ Division; Andrew | Stone, 
president and sales manager, “Chromeraft’ 
Division; John J. Nash, plant manager 
Korrect-Way” Division; Milton H. Lar- 
advertising manager ; 
Rose, 


nm 


us¢ 
company has not 


president 


board ot 


vice-presi 


vice 


and design and 
secretary 


charge 


son, 
Russell F 


The man of the company’s 
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No. 350—Ladies’ transparent plastic hanger, 
notched top and bottom to hold strapped 
gorments.  Rust-resistant wire swivel hook. 
Retail |5c. 


ATTENTION BUYERS! . . . Per- 
sonality Plastics, Inc., is not af- 
filiated with any other firms. 

“Reg. 

PERSONALITY PLASTICS, Inc. 


1440 Broadway, New York 18 
Lackawanna 4-5014 











PERSONALITY" 
Profit-Wise Hangers 


in Jewel-Tone Colors 
at LOW COST! 
No. 351—The same as No. 350 with com- 


bination bar and clips of sturdy rust-resistant 
metal. Retail 25c. 


























PALMETTO LEAVES 
PALM FIBER 
SHELLS 

SEA PLUMES 
SCATTER GRASS 


19th & Arch Sts., 





FOR YOUR SUMMER WANTS 


FISHNET 
Writs today for your copy of our FREE .catalog. 


ANKERUM MFG. CO. 


DATE PALM LEAVES 
COLORED SANDS 
STAR FISH 

SEA FANS 

GRASS MATS 


Philadelphia 3, Pa. 











JOBBERS 


We specialize in high quality, low price, women's and 
children's 


MANNEQUINS 


For porticulors write 


Royal Mannequin Corporation 
256 Wallabout Street Brooklyn 6, N. Y¥ 








Harry M 


company § 


y edor 


executives 


Division 
of the 
years, 


1s 


Chain Store 

Average age 
than 43 
is slightly more 


average length 
than 


less while 


is 


of service 20 years 


Mrs. B. A. Jacobs Dies 
After Long Illness 


wife B. A 
April 23 after a 
long known in the 
display field through accompanying her hus 
band on of his selling trips; 
is president of California Display Industries, 
display 


Mrs. Una M. of 


(Bernie) Jacobs, died on 
She well 


Jacobs, 


illness was 


many Jacobs 


and business in Los 


Angeles under his name 
Mrs. Jacobs is survived by a daughter and 


operates 4a 


iour grandchildren, in addition to her hus 


band. Funeral services were held April 25 


ransparent Boxes: 


Five Sizes: Maximum protection and & 7 

visibility for samples, Jewelry speei- ' 

mens, ete. and other small objects ' 

demanding outstanding display! t 
Wirte for Leafee TR-DW 


R. P. CARGILLE 
116 Liberty St., New York 6,N.Y. 


Y STUDY 
WINDOW DISPLAY 
| AT HOME 


Easy Home Study course showing 

how to do every phase of window 

display work. Merchants, display 

men, women and beginners wil! 

find this course the finest of its 

kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 

Write for literature. 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41, Ill. 




















Display 
Worl 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


of oe problem. 


ry Equipment 
Animate mated & — 
lowers 
artiacial i 
Backgrounds 
ae ay Colores 
shes and Pens 
Dalits -Directory Boards 
Card & Mat Boar 
Costumes, Materiale 
Lightia 


Com —- 
Crepe Papers 
Cut-out Lett 


+ mer neg eee 


Plaques (Window) 
tics 


Price Cards— Tickets 
Price Ticket Holders 
Ribbons 
Sale Banners 
Show Card Colors 
Show Cards 

Case 


) Store Designing 
| Socks— Window 


a ei 
) Signs—Card Holders 
Signs— Electric 
Sign Printing Machines 
eeve Forms 
,) Store “pas 
5) Tacker 
Time Switches 
© Turntable 
Veneers Cmitation) 
Wall 
Wigs 
{ Window Lighting 
De you wish a copy of their catalogue? 
Deo you plan to remodel your store soon? 
Do you plan to ay o ogy soon? 


DISPLAY. WORLD 
CINCINNATI, OHIO 


Display 

Display Furniture 
weed 

Hosiery & “shoe Forme 

Pageants & Exhibits 

Paper Sculpture Displays 

Papier Mache Specialties 

Photographic Blowups 

i! 


Firm 

Display Manager 
Street 

City 
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POINT-OF-SALE DEVELOPMENTS 
[Continued from page 62) 


elements in a new display for the 
Buffalo. Wildroot con- 
“pre-test” 


cipal 
Wildroot Company, 
siders it a drug store 
good reasons 

tack of Wildroot’s confidence in the sell- 
ing influence of its new eight-color, die-cut 
display is that it is patterned on a similar 
unit that boosted Wildroot sales 41 per cent 
in Rochester and Syracuse, N. Y., in 1948. 
The earlier display figured in a test con- 
ducted by Fact Finders, Inc., for the Point 
of Purchase Advertising Institute 

The boy and girl in the 1950 Wildroot 
display are new faces. The composition 
and arrangements of the elements are 
fresh, but the basic elements that con- 
tributed to the success of the 1948 display 
are repeated The die-cut center piece 
measures 34 by 40 inches, while the larger- 
than-life package stands 21 inches high 
rhe arresting heads of the figures are more 
than double life size 

The new display campaign for Wildroot 
was designed and lithographed by Einson 
Freeman, and includes reductions and bottle 


success, for 


toppers 


Also by new Hill 


Einson-Freeman is the 


| & Hill window display which is attracting 


much attention. Lights go on and off be- 
hind the logotype, “Hill & Hill”, as the 
fish tries to free itself from the hook. Fish 
scales are of silver flock, adding to the 
realism of the 

While the light and motion in the new 
display are designed to attract all who pass 
display’s most novel fea 


scene 


the window, the 
ture, probably, is the series of convulsive 
jerks given by the fish; this clever applica 
tion is said to go beyond the 
back-and-forth movement of most such ani 


customary 


mated displays 

\ “flower Imperial 
was given the award of distinctive merit by 
the Art Directors Club of New York for 
window and point-of-sale displays submitted 
for its 29th annual National Exhibition of 
Advertising and Editorial Art, which opened 
April 19th at 115 East 40th street and which 
a month 
was prepared under the di 

Shoupe, advertising man 
ager of Imperial Paper & Color Corpora 
tion, through the Lester Associates 
studio of New York City. It is a unit in 
the cooperative window displays 
offered as a service to Imperial distributors 
and dealers since 1941, and shows a push- 
cart of spring flowers under a gay awning 
to point up the “petal-fresh” beauty of Im- 


show of wallpapers” 


continues for 
The display 
rection of F. (¢ 


Rossin 


series of 


| perial washable wallpapers 


MARKET WEEK 


JUNE 25-29 1950 
FALL & CHRISTMAS LINES 


HOTEL NEW YORKER 
NEW YORK 
Assn 


Nationa Of Display 


I have just finished reading the first in- 
stallment of your “Fifty Years of American 
Display”. What a grand idea! And how I 
enjoyed the article. I knew personally, and 
with pride, most of the names mentioned and 
in reading the article I traveled back 
through a flood of memories—over a period 
of nearly 40 years — of those associates 
and buddies at the old conventions. What 
times we used to have! I certainly enjoyed 
it all, yet with many sad thoughts in mem- 
ory of those who have passed on. 

Thanks for your kind mention of my 
entrance into the field of wax figure pro- 
duction, and your very flattering compli- 
ment.—Irwin G. Culver, Masonic Home, 
Utica, N. Y. 

There is one basic reason why advertising 
has the primary respect in retailing today, 
that reason being the larger budget they get 
to work with. Manufacturers have contri- 
buted to this situation by their willingness 
to participate in advertising costs, but not 
in the display store. If these 
manufacturers share advertising cost, 
why can't they share display costs? Perhaps 
done in the same contract, 
whatever method is 


costs of a 


store 


this could be 
percentage-wise, or 
legal 

It is quite obvious that manufacturers are 
becoming keenly aware of how display sells 
merchandise. There are more cash prize 
contests being sponsored by manufacturers 
than ever before in the history of retailing 
Are these prizes headed in the same cycle 
as the radio contests? How big can they 
get? If cash prizes can be offered to dis- 
playmen why can’t manufacturers contribute 
directly to the display budget? Ii they do, 
it will insure the manufacturer getting a 
stronger display job instead of the present 
set-up which guarantees a better deal to the 
manufacturer offering the biggest prize. 

Not long ago I spoke to an executive 
connected with one of the leading manufac- 
turers supplying the retail field. I asked him 
questions along the line mentioned above 
and he informed me that his big company 
would be only too glad to coperate with 
display. “However, before this can be ac- 
complished,” he said, “someone must submit 
a legal working plan to the manufacturer, 
assuring him that his money is being utilized 
for the of displaying his 
merchandise.” 

Recently the 


express purpose 


talking in retailing is con- 
cerned with the fact that from: now on a 
better selling job must be done. The manu- 
facturer has been alert to this fact for the 
past six months and they have gone all-out 
for advertising — but the net profit all over 
America has shot downward since June, 
1949. Naturally they have turned their at- 
tention to other selling media because their 
dollars placed in store advertising are not 
holding up volume. I am sure store owners 
and manufacturers are now aware that ad- 
vertising can not do the job alone, especially 
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after what has occurred to retailing volume 


IDEAL TURNTABLE 
For Narrow Windows, 


Small Display Booths 


- + « GDM 10-Stop Precision 
Detent Vertical Turntables . . . 


@ Designed, built and guaranteed by GALE 
DOROTHEA MECHANISMS. Can be readily 
synchronized with other action. 

@ Less than 6//."' in depth, yet easily swings 
5-foot disc weighing 40 pounds 

@ Positive Modified Geneva action. Guaran- 
teed Indexing. Factory-set for 5, 6, 7, 8, 9, 
or 10 stops 

@ New variable timer enables you to change 
dwell time from 5 to 28 seconds with turn 
of a screw 

@2 to 3 week delivery. Remote. push button 
control and light switch for synchronized 
lighting at very small additional charges 


GALE DOROTHEA 


MECHANISMS FOR ANIMATION 
LIGHT - COLOR - SOUND - MOTION 


Jackson Heights, Long Island, N. Y. 














THE NEW DISPLAY CARD PRINTER | 


“SALES- 
MAKER" 


Sample of 
work 
on request 


All Uses 


= 
Display Cards for 
Large return for small investment. 


than 3c per day on 6 year's basis. 
display card should bring | sale per day, result 


Cost less 
A neat 


100% profit. Can you afford to be without it? 
Sent P.P. Collect, or Cash with order P.P. Paid. 


Profit's yours — Pleasure's mine 
When you buy that “Sales-Maker™ of mine. 


Factory to you at $15.50 to $60.00 for com- 
plete unit. 


Money Back Guarantee, by 


SCHULZ MFG. CORP. 


3945 Milwaukee Ave., Chicago 41, Ill. 





| system ? 


| financial support to store display? 


| and | 


in the past years. 
Why not try the old, proven teamwork 

Let the manufacturers support the 

team as a whole, rather than support one 


factor. Let the manufacturer decide how 


|} much of his money is to be spent for each 


display installation in the same way he de- 
cides how much he will spend on each ad. 

Stores can not their display 
budgets their net profit has de- 
creased or is rapidly decreasing. Is it not 
logical, then, that manufacturers should add 
This sub- 


increase 
because 


ject has been tackled many times, and dis- 
play was never able to swing the deal be- 
advertising able to 
shelves of merchardise. Advertising is not 
clearing the today, and I feel dis 
play has a real opportunity to take the ball 

Del LeSage, display director, Spokane 
Dry Goods Company, Spokane 


cause was clear the 


shelves 


Through the American Chamber of Com- 
here I found 
most helpful. But as they 
they have disposed of all their back issues 
would like have the 
last year’s complete issues, and any others 
that you think might help me Please 
know that I admire your magazine very 
much Mrs. Byron M. Hopps, Mexico 
City 


merce your magazine to be 


have just moved, 


very much to 


Congratulations on the display contest 
it should promote better display 
Bassett, Hartzell’s, Youngstown 


idea: 
Don 


just completed the article on tele 
Worsham and am 


I have 
vision by Samuel R 
pleased to say that it was one of the most 
timely I've had the 
reading in your publication. It 
fields for the more 
ager and will do much to advance our pro 
Will 
you have available of TV stations operating 
in the United States at the present 

\. Samuels, Safford, Arizona 

(Copies of the list are still available on 


Ed.) 


articles pleasure of 


opens new 
aggressive display man- 


fession you please send me the list 


time ¢ 


request 


For 


television 


I have been interested in 
displaymen 
recognized in field. After 
reading the April DISPLAY 
WORLD I am no longer in the dark, thanks 
to your wonderful magazine. I would ap 
preciate a list of the present television sta- 
Don Morton 


time 
and 


some 
wondered if 
that 


issue of 


would be 


tions now in operation 


Shreveport, La 


Being a subscriber to DISPLAY WORLD 
it was with some excitement that on receipt 
in March, of my January copy I 
international display contest. I am 
enclosing two entries 

From my first entry into the display field 
in 1935 I found that DISPLAY 
WORLD has been to me a source of interest 
and education, and when in 1948 I took up 
my present appointment my first subscrip- 
tion DISPLAY WORLD above all 
other publications 

I wish world-wide success in your 
endeavor to promote international interest 
and understanding among the display fra- 
ternity—John S. Kennedy, Savery’s Pianos 
Ltd., Adelaide, South Australia 


read of 
your 


have 


was to 


you 





TERO 


papier mache 


DISPLAY FORMS 


Styles to choose from for 
MEN'S, LADIES & CHILDREN'S WEAR 
Visit us during Market Week 


TERO, INC. 


Factory and Showroom 


345 W. Broadway New York City 13 











FALL and CHRISTMAS 


the 


HAMBERGER WAY 


You will find the newest in 
ideas for Fall and Christmas and 
at realistic prices when you visit 
the Hamberger showroom during 
June. 

The finest line of artificial 
flowers and display decorations 
will be presented for your in- 
spection and consideration. 


Make it a must to see this new 
and beautiful line during your 
next trip to New York City, and 
surely during the month of 


JUNE 


at which time our complete line 
will be displayed. 


DAVID HAMBERGER, Inc. 
Display Decorations 


115 W. 3ist ST. NEW YORK CITY | 
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Opportunity Exchange 








CLOSE-OUTS 


100 Ibs. of multi-color 
flitter Ib. $1.00 
150 Ibs. of multi-color 
sequins (125,000 se- 
quins Ib. $2.00 
100,000 pearlized beads 
from %” to 
ee per M. $5.00 
100 gross glass leaves — 
green gr. $1.00 
200 Ibs. of crystal 
jewels lb. $2.00 
3,000 — 4” wood disks, 
3 ply ea. 5c 
1,000 gross Czecho 
peps gr. I5e 
200 lbs. perforated ace- 
tate ribbon 314” wide, 
(80 yards) Ib. 75c 
50 Ibs. gold fitter ace- 
tate Ib. $1.50 
100 gross plastic 
leaves gr. 75c 


MYRON G. CONN 
COMPANY 
210 East 34th Street 
New York City 16 
Murray Hill 4-7961 


SALESMEN — UNUSUAL OPPORTUNITY 


Nationally known manufacturer is offering for the first 
time its line direct to the trade. Only those qualified to 
handle department stores, chain stores and specialty shops 
need apply 20% Commission all territories open 
Write at once 


Address BOX 5M 


Care of DISPLAY WORLD 


Home Study Lessons in Window 
Display—an up-to-date course cov- 
ering all phases of the subject—500 
pages of text with 1000 detail draw- 
ings—Priced very low. Also Store 
Interiors, Show Card Writing and 
Silk Screen Process. Write for cir- 
culars. Will H. Bates, Box D, 
Ellsworth, Ili. 














EXPERIENCED DISPLAY SALESMAN 


Wanted to cover wide territory for one of America’s 
leading display manufacturers with 30 years’ top 
reputation. To call on headquarters and branches of 
chain stores. Must be single, age 25-35 with success- 
ful record in selling display. Car furnished. All 
expenses paid, best travel accommodations plus at- 
tractive salary Applicants must furnish complete 


resumé of background, references, and photo 


Address BOX 5F 


Care of DISPLAY WORLD 





Over 60% 
Off! 


Brand new $200 show- 
cases for $75... (other 
fixtures at equally at- 
tractive prices.) Yes, 
brand new .. . in their 
original crates in Grand 
Rapids, Michigan. The 
reason? We ordered 
too many more 
than we could use. 
We're clearing them 
out, at a fraction of 
their original worth or 
today's replacement 
cost. For full informa- 
tion: 


Address Box 4C 
Care of DISPLAY WORLD 








MODEL “M” 
PRINTASIGN 


In good condition. Ex- 
cellent buy. Write for 
particulars. 


BROWN THOMSON, 
INC. 
Main Street 
Hartford 2, Conn. 





DISPLAY JOBBERS WANTED 


For our new Back to School and Fall line of Pecky Cypress 
Functional Units —- Wall Displays and Novelties 


Priced Right to the Jobbing Trade 


Write on your letter head for a free set of 8 x 10 photos 


MET-WOOD DISPLAY CRAFT 
58 Middle Rose St. Trenton 8, N. J. 


SALESMEN 
WANTED 


Eastern manufacturer. Dis 
tinctive papier - mache and 
wood line. Easy to sell. Bud- 
get-priced. No objection to 
non-conflicting lines 

25% COMMISSION 


Address Box 5G 


Care of DISPLAY WORLD 








CLOSE-OUT 


PAPIER MACHE BELLS 
Foil covered, plain design in 
a4", 2 0 fluted in 8”, 9”, 
and 11”. Silver, green, gold, 
and red. Accepting best offer 


TEDEL CREATIONS 


200 N. PEARL ST. 
BALTIMORE, MD 











HERE’S OPPORTUNITY KNOCKING! 
IF YOU CAN SELL... 


don't look any further. We've got just that kind of a 
line. Excellent territories still available 


WITHOUT FURTHER DELAY 


Address BOX 5C 


Care of DISPLAY WORLD 


Men’s Mannequins 


Wanted 


Interested in purchasing for 
cash, used or repairable men’s 
mannequins Setter quality 
makes only. Unusual positions 
preferred Send description, 


prices 


Address Box 5B 


Care of DISPLAY WORLD 
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CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bidg., 3710-12 N. Cicero 
Ave., Chicago 41, Ill. 








BARGAIN! 
6-FT. XMAS WREATHS 


of green expanded metal . . 
complete with 8-ft. red candle! 


$20 


Original price, $50! Excellent 
condition. 18 units ... will 
sell one or all. F.O.B. Den- 
ver. Photo and complete de- 
scription on request. 


DENVER DRY GOODS CO. 
Display Dept., Denver, Colo. 


TRAINED DISPLAYMEN AVAILABLE 


The NATIONAL DISPLAY INSTITUTE announces the 
graduation of another class in January, 1950. Well qualified 
men and women, trained in ALL aspects of Display, will be 
available for employment. Graduates are qualified to accept 
positions as trimmers of footwear, men’s wear, children’s 
wear, women’s specialty shops, drug and any other mer- 


chandise windows. 


Write or call PLACEMENT DEPARTMENT 


NATIONAL DISPLAY INSTITUTE 


“Nation’s Center for Display Education” 


617 Chestnut Street Philadelphia 6, Pa. 


To Display Dealers and 
Manufacturers 


We are in a position to take care 
of all your needs in metal and 
wire equipment items. White wire 
our specialty. Medern plant oper 
ated with low overhead, skilled 
workmen, good finishes and styl 
ing. Interested in volume produc 
tion to be made for you exclu 
sively Let us know your needs 
and we will quote in quantities 
desired 


Ferrocraft Corporation 


MORGANFIELD, KY. 








POSITION WANTED — Combina 
tion Display and Advertising man, 
cardwriter and commercial artist 
Wide range of training in all 
phases of the work in department 
and men's stores. Southwest pre 
ferred JERRY CARTER, Key- 
stone Heights, Florida. 

















JOBBERS WANTED 


for Accepted 
Mannequin Cleaner 


Most Profitable and a Sure 


Repeater. For sample and par- 
ticulars 


Address Box 5H 


Care of DISPLAY WORLD 


WANTED—USED 


Display Materials and 
displays for stores 


A. M. DOTSON 
Victoria, Texas 


SALESMEN — SIDELINE 
Glass novelties for all year round, 
ilso Xmas Ornaments — visiting 
lobbers All territories open 

KENBURY GLASS WORKS 
38 W. 32nd St., New York (1) N.Y. 














Excellent Opportunity 
for Salesmen 


contacting department stores 


Several openings, protected 


territory. New items, best and 
original line of Natural Desert 


Materials 


Address Box 5N 


Care of DISPLAY WORLD 


30% commission 


PARTNER WANTED 


In well established display business in South Florida. Present 
owner cannot handle all the work and cannot find competent 
help. Good credit rating and financially sound. Owns own 
building, two years old. Man must be designer and have com- 
plete ability in display field with good reputation for ability, 
integrity and morality. Business specializes in displays, exhibits, 
mannequin repairing, wigs, silk screening and fixture manufac- 
turing. Will sell up to 49%, but smaller interest will be considered 


Address BOX 5A 


Care of DISPLAY WORLD 


Salesmen Wanted 


\ National distributed display 
item company is looking for sales 
men who are known to the buyers, 
one cach for the West, Central, 
Seuthern and New England States 
Not to compete with lines now 
carried, Write giving full details 
in first letter, items now handling 
amount of monthly business aver 
‘uging and companies representing 
Interesting commission arrange 


Address Box 5K 


Care of DISPLAY WORLD 








WANTED 


Commission Display Lines, 
Materials and Equipment 


COLORART 


308 W. Santa Rosa 
Victoria, Texas 




















SALESMAN 
WANTED 


To represent Display Fixture 
and Equipment Manufacturer, 
established over thirty years, 
in states of North Carolina, 
Virginia, West Virginia and 
the New England States. Can 
be handled exclusively or as 
a sideline, especially for those 
calling on Department Stores 
Shoe Stores, and Specialty 
Shops. Excellent commission 
arrangement State age and 
experience 


Address Box 5D 


Care of DISPLAY WORLD 


WANTED TO BUY 
CHRISTMAS MECHANICALS 


(Preferably in series) 


for, each with approximately 9 
units. Reply at once. All 
Will consider individual 


Have two stores to buy 
windows. Must be top grade 
pictures returned as you instruct 
units also 


Display Dept., LOEB’S 
Lafayette .... . Indiana 


WANTED 


Used Mechanical 
CHRISTMAS 
ATTRACTION 


Pa 


for window about 22° x 7 
Must be in first class con- 
dition. Write 


Address Box 5E 


Care of DISPLAY WORLD 




















WANT TO PURCHASE 
A GOOD USED ANIMATED XMAS DISPLAY 


Be in Good Condition and Mechanically Periect 


Have Santa Claus As Central Theme 

Fit Into Corner Window 22’ on each side by 7’ 
Have Tremendous Child-Appeal 

Be A Bargain Reasonably Priced 


CONTACT: 
Wm. D. Auld, GOLD & CO., Lincoln, Nebr. 


deep 


MUST 





WINDOW TRIMMER 


Thoroughly experienced Window 
Trimmer capable of taking com 
plete charge of window displays 
for a popular priced Men's Store 
Must be able to trim semi tight 
but smart windows in the style of 
New York City Times Square 
Men's Shops. Salary $109 per week 
to start Permanent position with 
an excellent future Give full 
personal particulars and past ex 
periences in replying; also window 
photos if possible 


Roberts Men’s Shop 


ALLIANCE, OHIO 




















132 


DISPLAY WORLD 


MAY, 





OPPORTUNITY EXCHAN 











ties for dept. store use 


low price and 


Now 


with top 


ings selling mainly 


line are acceptable 


25% COMMISSION 


We manufacture an extensive line of seasonal wood novel- 
Fine design and art work coupled 
presentation 
to dept 
Experienced representation desired on exclusive territory 
basis for balance of country. Men with a non-conflicting 
Our entire 
ad. Replies held in strict confidence. 


Address BOX 5R 


Care of DISPLAY WORLD 


large earn- 
North-East. 


assures 
stores in 


organization know of this 


WANTED 
Experienced Salesmen 


Exclusive territory offered in the 
South, Southwest and West Coast 
to high type, thoroughly experi- 
enced salesmen now calling on 
leading retail stores with non- 
conflicting lines. Handle FLEXI 
KIN, revolutionary patented mul- 
tiple display fixture. Nationally 
advertised, widely promoted — see 
ad in this issue. 


WRITE — 


Lawrence R. Kahn 


2 West 45th St., New York 19, N.Y. 








Display Manager 
Available Immediately 


46 yrs. of age, married, twenty 
seven years experience in dis 
play. Top references. Prefer 
connection with first class 
dept. store or women's spe- 
cialty shop 


Address Box 5S 


DISPLAY WORLD 


Care ot 








POSITION WANTED 


Young man, experienced in all 
phases of display desires posi- 
tion with progressive store. 
Capable of producing real sell 
ing displays, some knowledge 
of advertising Good card- 
writer and construction man. 
Prefer east central states. Best 
reterences 


Address Box 5P 


of DISPLAY WORLD 


Care 





USE THE 
OPPORTUNITY 
EXCHANGE 


Display’s Fast Action 
Market Place 








WANTED 
First-Class Sideline 


$15,000 minimum sales poten- 
tial—by well-established sales 
representative high- 
class novelties in North-East- 


carrying 


ern territory. 


Address Box 5L 


Care of DISPLAY WORLD 








DISPLAY MAN AVAILABLE 
Top AAAI quality men’s wear dis- 
playman desires change—30 years’ 
exp. in display, selling, advertis- 
ing and showcards. A family man, 
sober and reliable. Will consider 
any location Address BOX SJ, 
Care of DISPLAY WORLD. 








SEE ADDITIONAL 
OPPORTUNITY 
EXCHANGE ADS 
ON PAGES 
130 and 131 
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Dealing 


new ALL PLASTIC 


MANNEQUIN LINES 





17 MISSES AND JUNIORS 


Seventeen smart mannequins styled and sculptured in New York to combine fashion 
smartness with a new plastic process* that is tops in construction and engineering. All parts 
are plastic except hands which are rubber for flexibility and ease in dressing. 

Priced attractively below the market for any comparable figures. Price, $138.00. 


* Patents applied for. 


29 Spritety Kips 


America’s most popular series of boy and girl mannequins. 29 figures in true plastic 

(Rubber Arms and Hands for flexibility in handling). Easy to dress action poses ranging in ages 
from 2 to 16 years. Girls with perk real-kid wigs. Boys with regular-guy molded hair. 

Prices range from $55.20 to $129.30. 


@ IMPORTANT PLASTIC FEATURES 


/ Real Plastic — not coated or impregnated fabric, fibre, 
papier mache or plaster. 
MAKE IT A POINT 
bonded flesh finish. 4 : 4 to see them for the first time at New York 
; 4 Market Week, Hotel New Yorker, 
Room 616, June 25 to 28. See the two 
complete series at the Darling New 


2 Chip proof, Peel proof, Crack proof. Extreme impact strength, 


3 Lightweight. Easy to handle. Shipping weights cut in half. 


ae P 4 a York Showroom only a few blocks away. 
4 They save you costly refinishing bills. 2 § (47 W. 34th Strest; Salto 738). 


} : ‘ 4 E Meet your Darling Displays Distribu- 
5 The Darling exclusive (Patent applied for) g tara tet Stn hn baie 


process, assures the strongest possible construction. Arms, 


lower torso and upper torso separately molded eo ie & [DARLING 
- _ A [oispLays 


in one piece eliminating seams. Hands flexible rubber. | Tere auton 


Your one dependable source fur 


L. A. DARLING COMPANY, BRONSON, MICH. 
NEW YORK CHICAGO LOS ANGELES 





